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Unlabeled Components 
Could Mean Trouble 


Look out, warns electronic parts group, for 
FTC rules on foreign components. There 
may be trouble ahead. see page 2 


It’s in the Cards... 
Low-Cost Porcelain 


That’s the hope of porcelain suppliers who 
plan to conquer new markets with a cheaper, 
one-coat process. see page 3 


Hoopla Begins Sunday 
For Electric Week 


Dealers should benefit as the consumer gets 
a week-long hard sell on the value of Living 


Better Electrically. see page 3 


That Question Again: 
Are Spiffs Payola? 


FTC lawyers say yes and case to test theory 
may not be far away. see page 4 


This Store’s Loaded 
With Built-in 


Conveniences 


For 30 years appliance dealer Emanuel 
Pearl kept a notebook of ideas he would 
like to see incorporated in a store. Then, in 
1957, he put them to work. see page 16 


Bonus in Bad Debts 


Nobody likes to have them pile up . . . but 
bad debts need not be a total loss to you. 
They're fully deductible at income tax 
time . . . and here’s how to make the most 
of them. see page 21 
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Storm Over Service 


A new thunderhead has been growing 
over General Electric’s often-controversial 
white goods service policies. It has been 
nourished recently by: 


Speculation by Board Chairman Ralp Cor- 


diner on the future of G-E service. 


Critical counter-question by G-E servicing 
dealers (notably of the National Appliance 
Radio-TV Dealers Assn.) containing phrases 
like “monopoly” and “restraint of trade.” 


Counter-statements from executives at G-E’s 
Louisville major appliance division who 
claim that the unfortunate “conjecture” by 
Cordiner “contains no new policy” and that 
the whole issue is an emotional one based 
on “misunderstanding.” 


An interpretation exclusively for EM Week 
by G-E officials at Appliance Park. 


The current hassle began at G-E’s annual 
Christmas press conference on December 10 


When G-E Chairman Ralph Cordiner PROCLAIMED 


That G-E might have to do more factory service on white goods 
That G-E might have to withdraw dealer service allowances 


That G-E might go into post-warranty service business by sell- 


ing annual service contracts 


That G-E has for three years been running special tests in six 


markets to improve central service . . 


That G-E has given dealers sufficient margin for service which 


hasn’t materialized 


NARDA President Carroll McMullin COMPLAINED 


That the Cordiner conjecture underscored a growing G-E trend 
to exclusive control of product service in entire cities 

That such a policy “might tend to create a monopoly” and de- 
prives the public of a free choice of service agencies 

That the whole issue created a flock of questions to which G-E 


servicing dealers demanded answers 


That loss of service robs a dealer of his most effective weapon 


in combating discounters 


G-E’s Robert Hawley EXPLAINED 


That the Cordiner conjecture states no new policy 

That the whole issue was based on misunderstanding of G-E 
efforts to improve product service for consumers 

That servicing dealers can still earn service allowances 

That servicing dealers can still buy G-E parts 

That out-of-warranty service is not controlled by G-E 


That G-E could offer no assurances as to how long the status quo 


would last 


when a reporter asked Cordiner what was 
being done about the problem of appliance 
service. 

Cordiner’s answer referred to certain ex- 
periments G-E was conducting to improve on 
customer service already being rendered by 
G-E factory service facilities in 77 markets. 

Speculating further on the future, Cordiner 
continued: “Service .. . is one of our most 
trying problems . (Manufacturers) have 
historically given to the retailers discounts 

. to do this service; but that has not always 


come to pass... What action we will finally 
have to take on this front, we don’t really 
know ... It may evolve—this is just a con- 


jecture—that in highly populated centers a 
manufacturer such as General Electric is 
going to have to give the service themselves 
and withdraw that part of the discount that 
the retailer and the distributors had pre- 
viously received for giving service.” 
Cordiner’s conjecture kicked over the 
lamp and the fire leaped into blaze. NARDA 
wrote Cordiner asking interpretation 


(Continued on page 2 
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Industry G 


The Assn. of Electronic Parts 
and Equipment Manufacturers 
says: Watch out for FTC rules 
on marking foreign-made com- 
ponents 


According to the association’s 
import study group FTC decisions 
in other industries have specifically 
outlawed certain deceptive trade 
practices including failure to mark 
the product or the package with 
the country of origin, and failure 
to disclose the country of origin in 
all advertising and literature. 
These requirements apply to all 
levels of supply, the Association 
says. 


This reminder was the opening gun 
in ane educational campaign which 
will be carried out by the import 
study group. In view of some of 
the FTC’s recent moves, EP&EM 
has taken no formal action and it 
doesn’t plan to take any that might 
be construed as an attempt to re- 
strict trade. 

However, “friendly parties’ are 
allowed to remind possible viola- 
tors of the existence of the perti- 
nent regulations, hence the group’s 
new educational campaign. It hap- 
pens that the friendly party is usu- 
ally a competitor who might get 
hurt, a group member notes. 

Wilfrid L. Larsen of Switchcraft, 
Chicago, and chairman of the im- 
port study group, is frank about 
the reasons behind EP&EM’s edu- 
cational move: ‘‘We’re mainly con- 
cerned about the long-range effect 
on our business. Not about 1960, 
but about 1963 or 1965. About 10- 
15% of all electronic parts used 
last year were imports.” 


The biggest worry: Japan. ‘They 
do a lot of copying of our products,” 
Larsen said. ‘““‘We make an item, a 
competitor buys it, sends it to Japan 
where it is copied and sent right 
back for sale here. The Germans 
have brought out some good items 
and they haven’t done too much 
copying.” 


For the word from Washington, see 
the second part of the story on this 
page. 


ELECTRICAL MERCHANDISING WEEK 


arns on Labeling 








College P-R Men Pat G-E on the Back for Bowl 


CITATION PRAISING G-E for its “College Bowl” television program is presented 
to Willard H. Sahloff, center, vice president. Representing the Middle Atlantic 
District Conference of the American College Public Relations Assn. are Clifford 
E. Orr, left, and Dr. Howard L. Jones, right. 





Hotpoint Training Dealers’ Men 


Away From Low 


This in-store education of sales- 
men will get dealers more profits 
from the same volume, explained 
W. C. Wichman, General Electric 
Co. vice president and general 
manager of Hotpoint. 

The retailer’s organization must 
be kept from dissipating its efforts 
on the low profit items in a manu- 
facturer’s line, Wichman said. 


“The dealer is not selling up as 
much as he should. He should sell 
the same number of units and make 
more money.” 

He emphasized in-store training 
as a major point in the Hotpoint 
merchandising program at a pri- 
vate meeting of Hotpoint dealers, 
distributor Graybar-San Francisco 
and utility personnel. 





NEWS in BRIEF 


e A Portable clock-radio is in stock 
and ready to go at Pentron Elec- 
tronics. Made in Japan, the ‘“Star- 
tone” will be marketed exclusively 
by the Chicago tape recorder com- 
pany. But the tiny, transistorized 
job doesn’t indicate any new direc- 
tions for Pentron, according to 
Irving Rossman, president. “In the 
course of tape recorder develop- 
ment work in Japan, we just ran 
across the ‘Startone’ and thought 
it was such a good item that we’d 
market it through our regular chan- 
nels,” the Pentron executive said. 


e Revival: “A Tale of Two Cities.” 
Amana Refrigeration, Inc., ran the 
show, with 67 of its distributors 
and dealers taking part. Scenes: 
Amana, Iowa, and Las Vegas. Time: 
Six days, in all. Story: A trip 
through the factory plus instruc- 
tion topped off by a visit to a wide- 


open city should make for a happy 
ending—higher'_ sales__in 1960, 
Amana hopes. 


e TV has invaded New York metro- 
politan supermarkets. WNTA-TV’s 
object with its “Day Watch” pro- 
gram: Catch the away-from-home 
audience away from home. The 
station has plans to move sets into 
laundromats, other traffic centers. 


e “Vicious rumor.” That’s what 
M. L. Ondo, Youngstown Kitchens, 
called industry comments that the 
steel kitchen business was “dying 
on the vine.” ‘Look around you,” 
he told members of the Better 
Kitchens Institute, promotional 
branch of the Steel Kitchen Cabi- 
net Manufacturers’ Assn:, in Chica- 
go during the. Builders Show. 
“Things are good ... all of us are 
showing more of everything.” 





Profit Items 


Graybar’s “selective franchise 
program” in Northern California 
has Hotpoint’s support. The distrib- 
utor’s year-old policy of seeking 
full functioning dealers is in line 
with Hotpoint’s interest in dealers 
who can merchandise, finance and 
service the full line. 


A “master plan” for long-range 
leadership in his market is now a 
necessity for the dealer. 

“The store ‘must be identified with 
the long-range function of the ap- 
pliances through the dealer’s mer- 
chandising, his offer of financing 
and his ability to handle his own 
service,’ Wichman stated. “The 
customer must look automatically 
to the dealer as the place where 
she bought, where she now services 
and where she will buy tomorrow.” 

Such dealer leadership needs 
manufacturer backing and Wich- 
man promised that Hotpoint would 
help dealers build their value 
leadership—‘“the true, competitive 
worth of the products and the 
dealer as expressed to the customer.” 

A product-service package will 
be one help, he noted, with Hot- 
point aiming to offer a line sufficient 
in breadth to provide flexibility 
under any market conditions. 

A second aid will be close atten- 
tion to salesmen training. 


Selective franchising will be an- 
other effort to create a relationship 
between dealers and one line. 
Price will be a factor, Wichman 
said. 

Hotpoint wants to be competitive 
by “making its dealers competitive 
in pricing with dealers handling 
other quality lines,” he said. “A 
manufacturer should make it pos- 
sible for a dealer to stick with a 
line profitably.” 





The government says: Under 
Section 304 of the Tariff Act, 
all articles must be marked as 
to country of origin... except 


In cases where an article is too 
small to mark, where it is uneco- 
nomic to mark it (like nails), where 
marking would injure the product, 
and so forth. 


A controversial point: An article 
need not be marked if it will reach 
the “ultimate purchaser” in the 
original marked container. “Ulti- 
mate purchaser” is sometimes taken 
to mean the manufacturer who then 
incorporates the part in a larger 
product. 

Since electronic tubes are not 
permanently affixed and can be re- 
moved or replaced by the buyer, 
the manufacturer is not considered 
the “ultimate purchaser” and tubes 
must be marked. A part soldered in 
might be different. For example, 
transistors don’t have to be marked: 

When the product as a whole 
contains foreign-made parts, there’s 
no question. Nothing requires that 
the larger product be marked. 

Discussing a product in advertis- 
ing and literature, though, brings 
up another question. If there is an 
affirmative statement which mis- 
leads the consumer as to the origin 
of parts, that can be prosecuted un- 
der Federal Trade Commission 
legislation. But FTC would have to 
show that it is important to the 
consumer to know that a certain 
significant part is foreign-made, 
and that he is, therefore, deceived 
by not being told so. 





THIS WEEK’S COLOR TV 


MONDAY (AIl Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 
11 A.M. (NBC) The Price Is 
Right (Monday-Friday ) 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (NBC) Ford Startime 


WEDNESDAY 
7:30 P.M. (NBC) “The Tem- 
pest” starring Maurice Evans 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) 
Ernie Ford Show 


Tennessee 


FRIDAY 
8 P.M. (NBC) Art Carney 
9:30 P.M. (NBC) Masquerade 
Party 


SATURDAY 
10:30 A.M. 
Reddy 
4:30 P.M. (NBC) Racing from 
Hialeah (McLennan Handi- 
cap) 
7:30 P.M. (NBC) Bonanza 


(NBC) Ruff & 


SUNDAY 
1:30 P.M. 
Faith 
8 P.M. 
case 
9 P.M. (NBC) Janet Blair 


(NBC) Frontiers of 


(NBC) Sunday Show- 
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Making Their Mark at LFC 


NEW UNIVERSAL SYMBOL developed by Landers, Frary & Clark for first 
time in 117 years will be placed on all company products to emphasize quality 
standards. Checking announcement (from left): Stanley G. Fisher, vice president; 
Bret C. Neece, chairman of the board; Harry T. Silverman, president. 





Sunday Openings Set New 
Pattern at Western Marts 


Nobody was worried about 
“Who’s minding the store?” 
as thousands of momma and 
poppa store owners went to 
market 


For the first time, they went on 
Sunday, setting attendance records 
both opening days. And_ they 
changed the character of the Win- 
ter Markets in Los Angeles and San 
Francisco. 

“IT .never saw any of these deal- 
ers at the markets before,” a fac- 
tory man told EM Week. ‘Most of 
them couldn’t get away from their 
store during the Markets—we had 
to reach them during the next 
month going from store to store.” 


Buying didn’t increase at the same 
pace as attendance, but there were 
few exhibitors unhappy with the 
two weeks’ stack of orders ready 
to be p_ocessed. “I thought we’d do 
better,” an old-timer shrugged. 
“But we did enough to make both 
markets profitable. And I’m sure 
that most of our dealers will be 
buying a lot more from us later in 
the spring and summer. Some are 
worried about tight money. They 
want to try turning over their 
capital a little more often this year.” 


Some buying trends noted in cover- 

ing the Winter Markets include: 
More built-in gas range sales have 

turned dealers away from high- 





Here Comes National Electric Week .. . 


... starting next Sunday in a 
burst of publicity. Promotions 
are set for all news media 


With a glance at the past and a 
look into the future, manufactur- 
ers, leagues, and utilities will kick 
off National Electric Week next 
Sunday expecting one of the most 
prosperous, progressive decades in 
industry history. 

Around the nation they will be 
telling the consumer he has never 
had it so good and that plans on the 
drawing board assure that he’ll 
have it even better. And there will 
be the usual emphasis on the fully 
equipped present. 

By the time NEW is over on Feb. 
13, the grass roots will be saturated 
with information on the past, pres- 
ent and future of electricity. 

The General Electric Co. promo- 
tion starts Sunday with a special 
commercial on its network TV 
Theater. The Allis-Chalmers Man- 
ufacturing Co. plans to run color 
ads in five national news magazines. 

Then there will be breakfasts, 
luncheons and dinners as well as 
open houses, plant tours and ex- 
hibits. At least four governors (Ne- 
braska, Idaho, Virginia, Massachu- 
setts) will issue proclamations for 
the week. 


Even postage meter plates and 
bumper stickers will be used. And 
companies won’t stop with nationai 
advertising. In Chattanooga, the 
electric league will follow up a 


newspaper ad salute with 50 radio 
spots on seven stations and five TV 
spots. 





Before a special luncheon for 600 
in New York on Feb. 9, officials will 
change the Times Square sign where 
Broadway meets 7th Avenue to 
Electric Square. 

In St. Louis, the Union Electric 
Co. has launched a publicity cam- 
paign to find a St. Louisan born 


Oct. 21, 1879—the day Edison in- 
vented the incandescent lamp—to 
be a special guest at a luncheon. 
And Consolidated Edison of New 
York is delivering through its deal- 
ers division a special NEW poster 
to over 350 electrical appliance 
dealers. 


Californians Will Spend $230,000 


Today, backed by a budget of 
$230,000, the biggest local-level 
appliance promotion campaign in 
the history of the industry is being 
kicked off by the Northern Cali- 
fornia Electrical Bureau and its 
utility sponsor, the Pacific Gas & 
Electric Co. Timed to serve as a 
celebration of National Electric 
Week, Feb. 8-12, this opening pro- 
motion in an 1l-month-long ‘Sell 
like ’60”’ program will be aimed at 
1,885,000 residential customers of 
the nation’s largest utility. Some 
2,500 appliance dealers are expect- 
ed to sell 1,016,000 major appli- 
ances this year. Last week, at NCEB 
meetings appliance retailers were 
briefed and equipped with the sales 
tools to participate in these phases 
of the promotion: 


A $20,000 Prize Drawing to attract 
the public to appliance dealers’ 
stores in droves this month. The 
campaign features $20,000 worth 
of electrical appliances as prizes. 
Grand prize is $1,000 worth of elec- 
trical merchandise of winner’s 
choice. To be eligible for these 
prizes, the prospects must go to the 
store of a dealer carrying one of the 


participating brands to deposit en- 
try blanks on which they have com- 
pleted this sentence: “The next 
electrical appliance I intend to buy 
will be a os 

When a similar $20,000 prize 
promotion was sponsored by the 
NCEB and PG&E in 1958, dealers 
recorded 90,572 entries, each with 
a prospect’s name, address and most 
desired appliance. 

The $20,000 promotion this month 
will be supported by PG&E with 
two advertisements each in 237 
daily and weekly newspapers, dis- 
plays in most of the utility’s 134 
branch offices, commercials on the 
program “Tombstone Territory” 
sponsored by PG&E weekly on five 
TV stations and spots on several 
radio programs. 


The electric range promotion will 
run at the same time as the $20,000 
prize contest. This promotion offers 
$4,500 in cash to appliance dealers 
and their salesmen. To qualify for 
the drawing, NCEB members and 
their salesmen fill in entry forms 
certifying that they sold one of the 
participating brand electric ranges 
during this month. 


end free-standings in Los Angeles. 

More interest in low saturation 
appliances—particularly portable 
dishwashers—by appliance-furni- 
ture dealers in San Francisco indi- 
cates they plan to step up promo- 
tions, become more competitive 
with straight appliance dealers. 

Portable lamps got more atten- 
tion. Several exhibitors reported 
adding new dealers, those who were 
interested in developing full home 
furnishings stores. Elaborate pole 
lamps were popular. 











Low Price Porcelain 
Around the Corner 


It won’t happen today or tomor- 
row, but appliance dealers can look 
forward to more porcelain enamel 
products at competitive prices. 

Combined efforts by the porcelain 
suppliers, producers of frits and 
steel companies are beginning to 
pay off in better, cheaper produc- 
tion. The eventual goal (already 
partially achieved): a_ successful 
one-coat porcelain process. 

No one was willing to talk costs 
now because, as an industry spokes- 
man explained, ‘We don’t have the 
experience yet.”’ But obviously one- 
coat successfully applied would 
bring porcelain producers into mar- 
kets they can’t reach now with the 
two-coat process, steel cabinets, for 
example. 

Leading appliance firms are ex- 
amining the one-coat process; last 
fall Westinghouse and General 
Electric said the development was 
“promising.” 

Following up developments, the 
Porcelain Enamel Institute is ready 
to launch an advertising campaign 
designed to reawaken public inter- 
est in porcelain. 

On March 15, the National De- 
sign Center in New York will open 
a two-month display of porcelain 
products. Producers hope to have 
some prototypes incorporating the 
one-coat process ready for the show. 

On April 15, “Vogue” will print 
a four-page advertising section on 
porcelain products. In May an ap- 
pliance drive is set complete with 
a specially designed label promo- 
tion. Also on tap: a separate push 
in department stores in 50 cities. 





More on Magnavox Move 


The company has spelled out 
some details of the deal, reported 
in EM Week last week, which gave 
it control of Collaro Co., large Brit- 
ish electronic equipment maker. 

The agreement between Magna- 
vox and Great Universal Stores, 
who controlled Collaro, has these 
objectives: (1) to let the British 
company in on what Magnavox 
knows about manufacturing in the 
record changer, radio, television 
and electronics field; (2) to service 
the American market more effi- 
ciently; (3) to stimulate production 
for the European market in order 
to take advantage of its new po- 
tential for British-made goods un- 
der the free trade agreements. 

Specifically, the agreement calls 
for Magnavox to market its British- 
made products in Britain, primarily 
through the Great Universal Stores 
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Why does the Federal Trade Commission staff indicate that 
spiffs and other forms of sales promotions in the appli- 
ance-TV industry may violate the Robinson-Patman Act? 


To understand this better, it is 
necessary to remember that the 
law is really an amendment to the 
Clayton Act of 1914. Before 1936, 
the Clayton Act dealt with price 
discrimination, too. But it was lim- 
ited to geographical price discrimi- 
nation that destroyed competition 
among manufacturers and _ sup- 
pliers. It was directed at prevent- 
ing discriminations by one company 
that would—unless checked—result 
in driving its competitors out of a 
market or out of business. 

But Congress changed the em- 
phasis in adopting Robinson-Pat- 
man. It acted after the FTC’s mon- 
umental “chain store investigation” 
of 1934. In its report on that in- 
vestigation, FTC concluded that 
discriminatory concessions—that is, 
price cuts—from suppliers were in 
large part responsible for the com- 
petitive advantage enjoyed by mass 
distributors—such as the chain 
store and mail order house—over 
small independent wholesalers and 
retailers. 

The Robinson-Patman Act 
amendments were intended to re- 
store the competitive balance be- 
tween large and small distributors. 
To do this, Congress sought to al- 
low only those price cuts’ which 
actually reflect cost savings or those 
actually made to retain a retailer 
or wholesaler customer who has 
been offered a lower price by an- 
other seller. 

Thus, the law not only bans dis- 
criminations between two or more 
customers if the effect is to “sub- 
stantially lessen competition or 
tend to create a monopoly in any 
line of commerce,” but it also bans 
such a price discrimination if its 
effect is to “injure, destroy or pre- 
vent competition with any person 
who either knowingly grants or re- 
ceives”’ it. 

The 1936 amendments meant FTC 
would be concerned with two levels 
or lines of competition that might 
be injured by a seller’s price dis- 
crimination: 


e First line competition—or pri- 
mary line—involves injury to com- 
petitors of the seller who grants 
the discriminatory price. 


e Second line competition—or sec- 
ondary line—involves injury to 
competitors of purchasers buying 
directly from the same seller and 
selling to the same class of cus- 
tomers. 

This is the most common case 
prosecuted by FTC under the Rob- 
inson-Patman Act. It arises when- 
ever a manufacturer, for example, 
charges his big retail chain store 
customers much lower prices than 
his small retail customers. 

A seller charged with violating 
the law by granting price discrimi- 
nations which injure one or more of 
these levéls of competition can de- 
fend on two _ points specifically 


written into the law. These are: 
(1) That the lower prices to some 
customers are “cost justified’ and 
make only allowances for differ- 
ences in the cost of manufacture, 
sale or 


delivery and in different 








methods or quantities of sale or 
delivery; or ; 

(2) That the lower price or the 
furnishing of other services or 
facilities to any purchaser was made 
“in good faith to meet an equally 
low price of a competitor, or the 
services or facilities furnished by a 
competitor.” 


These are the major provisions 
which have baffled the courts, FTC 
and businessmen ever since 1936. 

Down through the years, FTC’s 
emphasis has been on cases chal- 
lenging seller price discriminations 
favoring large buyers over small 
buyers in the distribution fields. 
And almost all cases involve al- 
leged discriminations on finished 
consumer items, bought from man- 
ufacturers by wholesalers or re- 
tailers for resale. 

Though the law’s language does 
not limit its application only to 
distribution, it certainly is bent that 
way. As a rule, FTC does not get 
complaints from a manufacturer 
that a supplier is charging him 
more for a given material or com- 
ponent than it is charging a com- 
petitor for the same item. And even 
where it has tried to prosecute such 
a charge, FTC has failed. 


The reason: It is virtually impos- 
sible to show that a discrimination 
on one material or component used 
by a manufacturer in producing his 
product has a substantial effect on 
his ability to compete with another 





ELECTRICAL MERCHANDISING WEEK 


Are Some Sales Promotions Illegal? 


manufacturer getting a better price 
from the same supplier. 


Promotional allowances are cur- 
rently one of the hottest issues sur- 
rounding R.-P. They involve pay- 
ing promotional advertising allow- 
ances by manufacturers or sup- 
pliers. A related problem is involved 
in the furnishing of various services 
or facilities by a supplier to his 
customers, to aid in the promotion 
of his products. 

Under section 2 (D) of the law, 
a seller giving payments or allow- 
ance for promotional purposes to 
one of his customers must make 
the payments “available on pro- 
portionately equal terms” to all 
competing customers. 

Similarly, section 2 (E) requires 
that services furnished to:a buyer 
by a seller must be made available 
to all competing buyers on pro- 
portionately equal terms. 

Cooperative advertising—in which 
a manufacturer pays part of the 
cost of advertising or promoting 
his products—is one of the really 
big problems facing FTC under 
these sections of the law. Recent 
estimates put the number of cases 
under investigation at around 70, 
affecting products ranging from 
chewing gum to household appli- 
ances to food products. 

One common problem, apparently, 
is that manufacturers frequently 
make so-called advertising pay- 
ments to certain favored customers 
—and then never bother to see that 
the payments are used for adver- 
tising purposes. Such payments— 
even if originally intended as an 
“advertising allowance’’—can be 
treated by the FTC as merely a 


Last week EM Week brought its readers an exclusive report 
on the Robinson-Patman Act and the current move by the 
federal government to step up its enforcement of the law. 
Here's more about its effect on the industry. 








Marked for the Future of the Steel Industry 


SYMBOL OF STEEL products is discussed by Benjamin F. Fairless, president of 
the American Steel and Iron Institute, and Norman W. Foy, right, promotion 
committee chairman. The steelmark will be used to promote steel and steel 
products on the nationwide consumer level. 


dodge to give price discrimination. 

To comply with the law, an ad- 
vertising allowance actually must 
be called to the attention of all 
competing buyers, and there must 
be some sort of an agreed-on plan 
for use of the funds which permits 
a check on actual use for the stated 
purpose. 


Buyers also can get into trouble 
with FTC. Another section of R.-P. 
says it is unlawful for a buyer “... 
knowingly to induce or receive a 
discrimination in price .. .” 

On this problem, too, the com- 
mission’s only cases involve firms 
engaged in distributing finished 
products to retailers or consumers. 

The commission has not yet suc- 
ceeded in getting a court to uphold 
it in any case where FTC said it 
was illegal for a buyer to induce or 
receive a price discrimination. 

The commission lost its first real 
attempt to enforce the law against 
a buyer in 1953, when the U. S. 
Supreme Court upset FTC’s case 
against Automatic Canteen Co., a 
candy vending machine operator. 
The court ruled FTC had not proved 
that Automatic knowingly induced 
a discriminatory price merely by 
showing the firm had bargained for 
and gotten a lower than list price 
from its candy suppliers. 

FTC is now facing another test 
of the buyer liability issue. It re- 
cently ruled that three jobber or- 
ganizations had induced discrimi- 
natory prices from automotive parts 
manufacturers. FTC ruled the evi- 
dence in the jobber cases satisfies 
the Supreme Court requirements 
on proof that the buyers knew they 
were getting illegal, discriminatory 
prices. All three have asked the 
courts to reverse FTC’s decision. 

The commission has to use an- 
other law—the Federal Trade Com- 
mission Act—to prosecute buyers 
who induce discriminatory adver- 
tising or promotional allowances 
from their suppliers. Primarily, 
FTC actions in this difficult field 
have involved large chain stores. 


Push money is among the many 
forms of possible discriminatory 
payments the FTC is currently in- 
vestigating. Usually, this -involves 
a manufacturer or supplier giving 
cash or something of value to re- 
tail clerks to induce them to make 
special efforts to sell a particular 
product. 

Such payments—even with the 
knowledge of the retail store own- 
er, or even if made to the retailer 
himself—raise many problems un- 
der the R.-P. Act and the FTC Act 
as well. For one thing, such pay- 
ments could possibly amount to 
illegal price discriminations or il- 
legal promotional allowances. 

FTC lawyers also feel that since 
the FTC Act was amended in 1938 
to include a ban against “unfair or 
deceptive acts or practices,” they 
could prosecute suppliers who make 
push money payments to retailers. 
Although no case has yet, been 
brought to test this theory, it may 
not be too far away. FTC lawyers 
believe that as long as a customer 
is unaware that a retailer is being 
paid push money to talk him into 
buying a particular product, there 
has been a deception banned by the 
FTC Act. 
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New sealed-in-gas Hotpoint Wonderwall (top) is only half as thick, yet 100% as effective, as ordinary insulation (bottom). 


Hotpoint engineers have long known that the storage capacity of a refrigerator 
could be greatly enlarged if the thickness of the insulation could be reduced from 
two inches to one inch. 

However, a one-inch thickness of ordinary insulation would have resulted in 
excessive loss of cold, severe strain on the refrigerating unit and shorter unit life. 
To conquer inner space, a new high-density insulation was needed. 

After six years of research and testing, Hotpoint this year introduced Wonder- 
wall — a revolutionary new kind of insulation that’s only half as thick, yet every 
bit as effective as ordinary insulation. Wonderwall’s remarkable insulating power 
is made possible by sealing a one-inch thickness of glass fiber in a sturdy 6-layer 
laminated air-tight wrapper filled with R12, the same harmless gas used in the 
refrigerating system. 

As a result of Wonderwall, Hotpoint—and only Hotpoint—now offers an 18 cubic 
foot refrigerator-freezer that fits in the same floor space as an ordinary ‘12’. 





Imaginative engineering such as this results in quality products that perform 
better and last longer. Sell’ Hotpoint quality and you sell customer satisfaction. 


Hotpoint Dealers’ profit opportunities.are greater than ever before... 
If you’re not a Hofpoiat Dealer; yow-should be! 


Hotpoint SPACE AGE 18 
Refrigerator-Freezer with new 
WONDERWALL INSULATION 
Model CP18A 
A Division of General Electric Company, Chicago 44, Iilino/s 


ELECTRIC RANGES *+ REFRIGERATORS +» AUTOMATIC WASHERS + CLOTHES DRYERS + CUSTOMLINE® - DISHWASHERS 
DISPOSALLS*® + WATER HEATERS + FOOD FREEZERS + AIR CONDITIONERS «+ ELECTRIC BASEBOARD HEATING 
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LETTERS to the EDITOR 


In Defense of Dealer Trips 
DEAR EDITOR: 

During the recent NARDA meet- 
ing in Chicago, one of the guest 
speakers devoted much of his talk 
to a free-swinging attack on dealer 
trip promotions. 

As one of a number of companies 
which have found trips to be very 
effective, we would like to offer a 
few polite words in rebuttal. There’s 
more than a little truth in the in- 
dustry saying that, “nobody likes 
trips but the dealers who take 
them.” We know this to be the case; 
we have taken thousands of dealers 
to Havana, San Juan and St. Thom- 
as, and are well along on a program 
which will carry thousands more to 


Hawaii by jet this fall. Every day 


10th in a series 
of weekly Gibson 
messages to 

all appliance 
dealers 


APPLIANCE CONVENTION EVER! 


we see overwhelming evidence of 
high dealer interest in this activity. 

Who; then, are the loudest critics 
of trips? Not at all surprisingly, 
they frequently seem to be people 
who have a great interest in main- 
taining the market status quo, or 
who have lost competitive skir- 
mishes when the incentives on 
which they relied on failed to meas- 
ure up to the appeal of an exciting 
trip. These critics see something 
quite wrong in a dealer having an 
opportunity to travel abroad to 
participate in a national sales con- 
vention and seminars. We see noth- 
ing wrong with this. We think it’s 
great. 

Are all trips alike? Not on your 
life! Some are merely second cous- 
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ins of cash spiffs, in which trans- 
portation amd lodging are given the 
dealer in place of a sheaf of $5 bills. 
Others—and we include ourselves 
in this group—are carefully planned 
to bring us closer to the dealer. 
These conventions are the world’s 
premiere of our entire new line, and 
a keystone in our merchandising 
program. To this end we plan and 
conduct every phase of each trip 
ourselves; have our field staff and 
top management personnel con- 
stantly in attendance; do everything 
we can to add knowledge without 
subtracting enjoyment. 

We obviously cannot speak for 
others, but for us this approach has 
not only worked, it has worked 
wonders. In the three years we have 
used overseas trips, we have enor- 
mously strengthened and enlarged 
our dealer organization. Dramati- 





FIRST 10 
HAWAII 
BY JET! 


9000 DEALERS WILL ATTEND THE GREATEST 


The reason—every Dealer who has ever taken a 
Gibson trip, Havana, San Juan, etc., knows Hawaii 
by Jet in ’60 will represent another outstanding first 
in fun, first in new product presentation backed by 


sound merchandising plans. 


This is no “package tour,” every detail is personally 


worked out by the Gibson staff. . 


. and that staff is 


in constant convention attendance. Charles J. Gib- 
son, Jr., President, W. C. Conley, Sales Vice Presi- 
dent, all product, advertising, service and finance 
managers—-every Gibson department head and his 
assistants are on hand throughout the convention. 


Enjoy spectacular entertainment, Hawaiian Luaus, 


Tahitian Festivals . 


.. a vacationland paradise dedi- 


cated to your pleasure. Plus, product training, 
advanced promotion techniques, sales and finance 
seminars at the fabulous Reef Hotel on Waikiki Beach! 


This is one trip you can’t afford to miss . 


. . Gibson, 


first with Jets to Hawaii, first with action at retail 
products and promotions. Reserve your seat on a 
Pan Am Intercontinental 707 Jet now! See your 


Gibson Distributor. 


WANT To HEAD FOR Hawa, BY JET IMG, 


get going...get 


~*~ 
x 
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Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 





cally increased factory sales, dis- 
tributor sales and dealer _ sales 
clearly show the appeal of our pro- 
gram. Complaints? Hardly a one, 
but complimentary letters by the 
hundreds. Who’s unhappy? 

And what of the frequently heard 
charge that trips are merely a de- 
vice for loading, or over-loading, 
dealers—and that moving this mer- 
chandise is the hangover after the 
travel binge? It is difficult to believe 
that anyone can take this seriously 
if you merely recall that most of 
each year’s business must come 
from the same dealers. In our own 
trip history, practically all of the 
dealers who were in Havana with 
us also came to San Juan, along 
with several thousand more—and 
our “San Juan dealers” have al- 
most universally qualified for Ha- 
waii, again plus many more. 

We'll close with a sporting propo- 
sition. In September we will take 
a poll of all our dealer-guests while 
they’re lolling on the beach at 
Waikiki, between convention and 
training sessions, and get an ap- 
praisal of our kind of trip viewed 
through their eyes. And we’ll offer 
mighty tempting odds on _ their 
reply. Any takers? 

C. J. Gibson Jr., President 
Gibson Refnigerator Company 
Greenville, Mich. 


EM Week would be happy to publish 
the results of the poll of Gibson 
dealer reactions. 


About Humidifiers 


DEAR EDITOR: 

We have just finished reading the 
article “. .. And Now What About 
Humidifiers?” by Fredda Sullivan 
in your January 11 issue. 

The story is well written, and in- 
dicates a better-than-average con- 
ception of the general subject of 
humidification. 

You have, however, in our opinion 
committed a very serious error of 
omission. 

We refer particularly to the ab- 
sence of any mention, whatsoever, 
of the Aprilaire automatic humidi- 
fier, which we manufacture. 

The Aprilaire Humidifier is well 
known to the trade. Its reputation 
for quality is excellent. It has played 
a leading and increasingly import- 
ant role in promoting the benefits 
of proper humidification for any 
home, regardless of size or the type 
of heating used. 

We have no criticism of your il- 
lustrating the various humidifying 
principles using other humidifiers. 
We would have no axe to grind if 
no products were mentioned by 
name in the story, or if the list was 
all-inclusive. BUT—as an advertiser 
of a product we believe is one of the 
more important in the field, we do 
have one question about the con- 
spicuous absence of any mention of 
the Aprilaire Humidifier: Why? 

J. G. Schutz 
General Sales Manager 
Research Products Corp. 


Here’s the answer. EM Week contacted 
all manufacturers of humidifiers dur- 
ing preparation of the article. Only 
those firms which responded were 
mentioned by name in the final copy. 
At some point, our letter to Research 
Products Corp., 1015 East Washington 
Ave., Madison, Wis., went astray. To 
set the record straight we’re happy to 
point out that their Aprilaire unit 
should have been mentioned. And we 
appreciate Mr. Schutz’s kind words 
about the story. 
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Never before has it been this 
simple to wash everything 
exactly right 


With this new Maytag Self-Controlled Automatic, a touch of just 
one button automatically selects the correct water level, washing 
temperature, washing time, agitation speed, rinsing temperature 
and rinsing time, even the speed of the spin. No dials, timers, or 
levers! All the housewife has to know is the type of load she puts in. 

There is a button for every type of load she'll ever have to 
wash. Each pre-sets the correct cycle. There’s also a button for 
rinsing things separately, and a button for spin-drying separately. 

Now correct washing of every fabric is utterly simple for 
anybody, a fact that’s certain to make sales. Get the profitable 
details from your Maytag Regional Manager or Distributor. 





The Maytag Company, Newton, Iowa. 


AUTOMATIC BLEACH DISPENSER 

é@ A Maytag first, Timed Bleach Injection 
adds bleach to wash water at exactly 
the right time, in exactly the right 
strength. Just one of many Maytag 
selling features in the new Self- 
Controlled Automatic. 


LINT FILTER AGITATOR, TOO!» 
Maytag’s Lint Filter Agitator elim- 
inates lint problems. 


NEW SELF-CONTROLLED AUTOMATIC...ANOTHER FIRST FROM 


MAY TAG 
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while limited supply lasts... 


G-PACK ASSORTMENT OF FAMOUS VAUGHAN’S 


Flower Seeds (retait vatue #459) 
to every retail customer 


buying one of these featured 
WES TCLO XX 
electric wall clocks 


HERE’S WHAT YOU GET IN THE WESTCLOX SPRING PROFIT-PAK: 4 TOP-SELLING 
WESTCLOX KITCHEN CLOCKS...EACH WITH A SIX-PACK SEED ASSORTMENT 
ALREADY ATTACHED TO CLOCK CARTON...BANNERS...POSTERS... 
DISPLAY MATERIALS... ALL SELF-CONTAINED 


CONTENTS OF FLOWER PACK _ snapdragons, 


Marigolds, Portulacas, Zinnias, Petunias, Bachelor's 
Buttons. 


LWddZ_Y 








BACKED BY NETWORK TV, 
NATIONAL ADS, LOCAL PROMOTION 


.. Featured on “Special Tonight” —Tel- ME 


evision’s most popular live spectacular 
series. See ‘‘Valley of Decision” starring 
top stage and screen personalities, March 
20, CBS-TV network. Panes: CRG. 

















Frolic Electric—6%” square. Spice Electric— (2 clocks in- Walltone Electric—5” high. 

cluded), 52” dial. Metal case. Plastic case. Pinefrost 

Chrome Retail $5.98. Yellow Retail $5.98. Green Retail $4.98. 
Copper Retail $6.98. 


Fu Sprig lh four SHes/ 


..Full page color ads in top national 
magazines. Sas 


.. Full page all-color Sunday Newspaper 
coverage in 300 newspapers! 

ORDER YOUR WESTCLOX KITCHEN 
CLOCKS PROFIT-PAKS TODAY! 

BE SURE TO ORDER ASSORTMENT #8448 


DEALER COST %1588 


STCLOX 


WORLD'S LARGEST MANUFACTURERS OF TIMEPIECES as le cre ric 


MAKERS OF BIG BEN «- DIVISION OF GENERAL TIME CORPORATION «© LASALLE-PERU, ILLINOIS 


.. Free 4-color point-of-sale material. 


.. Tie-in newspaper mats for use in your Betsy Palmer 
own advertisements. Westclox TV hostess 
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Dealers who sell Chrysler Room Air Conditioners... 


know the future! 


@eeeeeeeeoeseeseseeeeeeeeeeseeeeeeeeeeeeeeeeeeeeee 


What would you like to know about your future in the air conditioning business? 
Interested in whether your present line will be the most profitable? Curious if its 
manufacturer will still be in business two years from now? Wondering if you'll a H RYS LE R 
have the flexibility and competitive advantages to close extra sales? 

AIRTEMP 


If you sell Chrysler Room Air Conditioners, the answer to these and other questions 
: ° ° Ts tae ED ° ° . ° Airtemp Division, Chrysler Corporation, Dept. P-20A, Dayton 1, Ohio 
vital to your business is an emphatic “‘Yes!”’ And, if you are interested in knowing ne Me 
f 1 . ; ‘< . Please rush me a copy of the “Long Look” Booklet. 
how we can be so positive about it, send for your copy of the booklet, “It will pay P 6 











you to take a long look ahead . . . with Chrysler Airtemp.” NAME TITLE - 
ph sts oe COMPANY 
If you can’t wait for the mailman to deliver it, call your local Chrysler Distributor. 
He’ll be delighted to answer all your questions about your future with Chrysler. — _" 
OO MSE STATE im 
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Electric Wiring: How 


Do You Promote It? 


That will be the big question at 
the 16th National Wiring Sales Con- 
ference at the Warwick Hotel, 
Philadelphia, Feb. 25-26. Sponsored 
by the National Wiring Bureau, the 
meeting is aimed at generating in- 
terest and spreading news about 
selling, promoting electric wiring. 

Here are some of the conference 
highlights: an analysis of the ‘“‘Live 
Better Electrically,” ‘Medallion 
Home” and National Wiring Bureau 
1960 programs; an introduction to 
the new “Keep Pace Electrically” 
program; a_ presentation of the 
“Housepower Profit Clinic,’ Edison 
Electric Institute’s new sales course 
for electrical contractors. 
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Hotpoint’s 10-Year Sales Foreg¢ast 
Points Up, Up, Up... and Away 


The “golden glow of the 60’s” 
which the economists are predict- 
ing, will be positively dazzling, ac- 
cording to Hotpoint’s special fore- 
cast for major appliances. 

Prepared by the company’s mar- 
ket research section, the forecast is 
based on population growth, eco- 
nomic expansion, new housing, 
family formations and other perti- 
nent data. 

Appliance dealers, Hotpoint pre- 
dicts, will be selling three appli- 
ances in the 1960’s for every two 
they have sold the past decade. By 
the time 1970 rolls around, house- 


wives will have purchased more 
than 178 million appliances. 

Or to put it another way: 50 
million customers will spend $10 
million every day for the next 10 
years for appliances. 

“Because of this expenditure,” 
said John F. McDaniel, Hotpoint 
general sales manager, “sales of 
the industry in the next decade will 
climb 42%.” 

McDaniel pointed out that the 
annual industry salés rate, 14,595,- 
000 appliances in 1960 according to 
the forecast, will climb to 20,560,- 
000 units by 1969, a 63% increase. 





once your customers try PENTRON 
they buy PENTRON! 





We’re making it easy with a 




















































Ask your PENTRON distributor or write the factory for detai/s 
about the complete consumer promotion package 






TAPE RECORDERS 


PENTRON «¢ 777 S. TRIPP AVE. 


Canada: Atlas Radio Ltd., Toronto 





Triumph Model XP-60 


CHICAGO 24, ILLINOIS 
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sky-high selling. It’s 
easy to qualify! 
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18 CU.FT. OF FOOD STORAGE IN THE 
FLOOR SPACE OF AN ORDINARY ‘12° 


New Hotpoint Wonderwall is only half as thick as ordinary insulation— 
adds 6 extra cubic feet. of food storage...and only Hotpoint has it! 





Now, every customer who has room for a “12” is a choice step-up prospect for the 
new Hotpoint Space Ace 18—the only 18 cu. ft. combination that fits in the floor 


Ordinary space of-a “12.” 


Insulation 


Hotpoint 
Weneerwen Exclusive new Hotpoint Wonderwall insulation makes the big capacity difference. 
Compared with an ordinary “12,” you sell 25% more refrigerator storage (11.5 vs. 
9.2 cu. ft.) and a dramatic 128% more freezer storage (6.6 vs. 2.9 cu. ft.). 

Wonderwall is backed by six years of exhaustive research and testing—your assur- 
ance of dependable performance and customer satisfaction. Contact your Hotpoint 
distributor for full profit-making details today! 


DEMONSTRATE THESE NEW SPACE AGE FEATURES TO HELP CLOSE MORE SALES! 


WONDERWALL 


gives you more inner space 


e side to side e front to back 








e top to bottom 
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Swing-Out Shelves, 
Crisper Bring Foods 
Out Front 


World's largest refrigerator 
shelves! Adjust up or down at 
the touch of a button, even 
when loaded. Lift out easily for 
cleaning. Removable Swing-Out 
crisper holds nearly 24 bushel. 


Automatic 
Frost-Away Freezer- 
Swing-Out Basket 


Simply no defrosting! Big 230 Ib. 
freezer stays free of frost with- 
out fans to break down and 
cause food spoilage. New swing- 
out basket with separate sliding 
basket inside. 


New Magna-Seal 
Door Seals-In Cold... 
Magnetically 
Millions of tiny magnets embed- 
ded in the flexible vinyl door 
gasket assure a tight seal to 
keep cold air in, warm air out. 
Door opens with a touch from 

the inside, too. 


Rolls Out 
For Cleaning And 
Decorating 


Rollers make it easy to clean or 
decorate behind, beneath and 
beside refrigerator. Refrigerator 
rolls out smoothly on cushioned 
wheels hidden under cabinet. 
Another Hotpoint exclusive. 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


New Space Age 
Design For Flush Fit 
All Around 


No clearance space required for 
door to be opened 90°— even 
when cabinet is placed in a cor- 
ner. No coils in the back—refrig- 
erator fits flush to wall, gives 
built-in look all around. 


A Division of General Electric Company, Chicago 44, Illinois 
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PEOPLE in the 


Black & Decker Mfg. Co.—Malcolm 
D. Mooers has been appointed to 
the newly created position of gen- 
eral sales manager of the company’s 
hardware division. He will be re- 
sponsible for the direction of all 
sales activities and personnel in the 
uw, 


Frigidaire, a division of General 
Motors—Two new sales executives 
have been appointed at the division. 
Robert A. Kramer has been pro- 
moted to assistant director of sales 
training, and Harry H. Ward has 
been named supervisor, Canadian 
and export department. 


“Reader’s Digest”—Robert E. Boian, 
long associated with the General 





NEWS 


Electric Co., joined the advertising 
department of the magazine today. 
He will be a special representative 
covering the electrical appliance 
and manufacturing industry. For 
the past four years Boian has been 
manager of the “Live Better Elec- 
trically” program. 


Shure Bros., Inc.—Oden F. Jester 
has been appointed to the sales di- 
vision of the Evanston, Ill., manu- 
facturer of microphones, phono 
pickups and electronic components. 
He will handle special asignments. 


Sylvania Electric Products Inc.— 
Alfred C. Viebranz has been ap- 
pointed to the newly created posi- 
tion of vice president-marketing 
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services for the subsidiary of Gen- 
eral Telephone & Electronics. He 
will be responsible for corporate 
marketing services, including ad- 
vertising, sales promotion, market 
research, distribution services and 
sales management development for 
the corrmparry. 


Philco Corp.—John T. Morgan has 
been appointed assistant to thé mer- 
chandising manager-home laun- 
dry. In his newly created post, he 
will help R. C. Connell. 


Telectrosonic Corp.— Robert A. 


Donner has been named sales man- 
ager of the company which is a 
subsidiary of Telectro Industries 
Corp. And Henry Berlin, assistant 
sales manager, has been promoted 
to the new position of marketing 
operations manager. 
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IN ALL OLYMPIC 


PORTABLES * TABLE SETS - CONSOLES - COMBOS 


* 10 out of 10 Olympic dealers tell us—hand 
wiring sells Olympic’s TV line and keeps 
it sold, at a profit! 

* A recent trade survey shows hand. wiring 
to be the feature most-wanted by dealers 
from coast to coast! 

* Dependability sells sets! Quality sells sets! 
That’s why hand wiring and power trans- 


HOUSE & GARDEN + LIVING 
Long Island City 1, N.Y 


+ GOOD HOUSEKEEPING - 


EBONY + 
+ World's Leaderin Combinations + TV - 


formers have been continuing features in 
Olympic TV models at every price. 


* For 25 years Olympic has known what 


good dealers know: Built-in quality 
means sure profits! 


* See your Olympic distributor for the in- 


dustry’s most successful pricing-merchan- 
dising formula! 


/S) OUR SILVER 
ANNIVERSARY... 
YOUR BIG 
PROFIT YEAR! 
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Stereo Hi-Fi + Radios + Phonographs 
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A. C. Viebranz 
of Sylvania 


R. A. Donner 
of Telectrosonic 


The Huffman Manufacturing Co.— 
Robert E. Utz has been appointed 
vice president of the company 
which manufactures power mowers. 
He has been with Huffman for the 
past 13 years. 


Locke Stove Co.—Mrs. Margaret 
Gregory has been named to the 
newly created post of director of 
home services for the Kansas City 
manufacturer of gas incinerators. 
Besides helping dealers and gas 
companies, she wil be available for 
educational and promotional ac- 
tivities. 


Stromberg-Carlson—Gordon G. 
Hoit has been appointed a senior 
vice-president of the division of 
General Dynamics Corp. In his new 
capacity he will be responsible for 
coordinating public, community 
and industrial relations. 


Chrysler Airtemp—Sydney Ander- 
son has been named manager of 
the division’s new West Coast air 
conditioning and heating branch. 
He has been with the division since 
1943. 


Ramo-Wooldridge, a division of 
Thompson Ramo Wooldridge Inc. 
—Seven men have joined the tech- 
nical staff of the division as mem- 
bers of the Intellectronics Labora- 
tories. They are: Irving K. Cohen, 
William S. Forrester, Philip A. 
Friend, Lawrence L. Giller, James 
J. Lamb, Charles A. Mauss and Al- 
fred W. Richmond. 


Westinghouse—Four regional mer- 
chandising managers have been 
appointed to work with Westing- 
house distributors and retailers as 
part of the new dealers develop- 
ment program. The men and their 
assigned regions are: Carl T. Ellis, 
Eastern; H. L. Wilkins, Southern; 
R. W. Eckman, Central; and E. J. 
Riley, Western. 


Motorola, Inc.—Les Brettman has 
been named operations planning 
manager of the company. He will 
head the operations. pianning divi- 
sion, working with the purchasing, 
manufacturing, engineering and 
marketing departments. 


Hoffman Electronics Corp.—Philip 
J. Koen has been appointed director 
of planning for the company, a 
newly created post. 





Prominent distributor dead 


David L. Krupsaw, president of 
American Wholesalers, Inc., Wash- 
ington, D. C., was one of the 37 
persons killed when a Colombian 
airliner crashed at Montego Bay, 
Jamaica, Jan. 21. 

Another industry notable, E. J. 
Gallagher, president and general 
manager of the-General Electric Co. 
of Bogota, Colombia, left the plane 
in Miami “‘because one engine didn’t 
sound right.” 
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Lets talk a minute about 


Norelco 



















r A 
y Start fast behind hard-hitting newspaper ads 


in your market that really sell Norelco’s superior 
y, Ride the crest of special co-op advertising 


that ties in with Norelco’s Olympic selection .. . gets 


way with winter-roughened faces! 


i customers moving in your direction]! "4 
I Jump ahead with big four-color spread P Stay in front with 
in Sports Illustrated followed by color pages in Life, the powerful thrust of 
Look, Saturday Evening Post. national television! 


One more reason why YOU Gc lden opport 


in the golden 6038 is Norelco ; 


Nothing shaves like Norelco . .. that’s why nothing sells like Norelco 


* Speedshaver is a registered trademark of: NORTH AMERICAN PHILIPS COMPANY, INC. 100 East 42nd Street, New York 17, N. Y. 


Norelco is known as PhiliShave in Canada and the rest of the free world 


INTERIOR VIEW of Pearl’s, Newburgh, N. Y., appliance store from the front entrance shows excellent display planning. 


At first glance this looks like any other appliance store. 


Hidden from the casual viewer, however, are features 
that only a 32-year veteran in this field would incorpo- 


rate in a new store. That’s what Emanuel Pearl has done. 
And here on these pages EM Week takes you on a re- 


vealing camera tour of ... 


With Built-in F 


What exclusive features would you incor- 
porate in an average-sized appliance store if 
you were faced with the prospect of planning 
from scratch? 

For 30 years in the appliance business, Eman- 
Pearl of Newburgh, N. Y., built a reservoir 
ideas on the subject. 

Then two years ago he put his ideas to work. 

What evolved was a modern store 25x180 
feet in size. It was loaded with practical fea- 
tures for the modern dealer. 

The whole store cost $45,000, exclusive of 
land. That Pearl acquired in two parcels, at 
intervals. The first he acquired in 1947. It was 
90 feet deep and 25 feet across the front. It 
was situated on heavily traveled Broadway. 
This is not a 100% downtown location like 
Pearl’s 68 Colden Street spot. But Broadway 
was undergoing a_ face-lifting—several new 


banks, a restaurant, a supermarket, modern 
drug store. What Pearl needed was more depth 
to his lot, one running from one street to 
another. This would give him a separate ware- 
house and service entrance. And a plot 180 feet 
deep would give him interior room to set up a 
proper appliance layout. 

‘Downtown we grew in stages,” says Pearl. 
“We had two small stores, a warehouse and 
service shop each in separate locations a block 
away. What I wanted was a good traffic loca- 
tion where I could bring everything under one 
roof. One that would provide plenty of display 
area. And one in which we could take on a 
decided store personality.” 

In 1957 the opportunity came. Pearl had a 
chance to buy the second half of the lot at 343 
Broadway. He pounced on it. Immediately he 
dragged out all his ideas, sat down with his 


An Appliance Store 


eatures By JOHN RICHARDS 


architect, and incorporated them in the build- 
ing plans. 

What you see on these pages are these ideas 
translated into practical features in a modern 
appliance store. They are not afterthoughts. 
They’re not renovations. They’re from-the- 
ground-up exclusive features. Emanuel Pearl 
has culled them from his experience and is 
making them available through his store to his 
son, Albert, who will take over the appliance 
business his father built. 

In building the store, Pearl’s followed one 
basic principle: strongly visible and flexible dis- 
play can give best sales impact, while adequate 
testing facilities guard against possible failures 
in purchased appliances. And the plan stresses 
guided workflow and easy communication. 

The results: customers come to look, stay to 
buy, and then come back to buy again. 





FEATURE |] Sunken modern storefront, 














with its floor-to-ceiling. glass panels, 
brings the showroom right into the window. A framed modern 
sign tops the entrance. Simpk, effective brand names cling to 
the cement block at right. Note the stucco ceiling with its four 
highhats to light up the entrance. Inside the store, a drop ceiling 
18x22 feet spans the window display area. It is stucco and 
has 12 150-watt highhat flood lamps to focus on product displays; 
for example the electronics one shown above. The window dis- 
play area is easily accessible so that displays can be reshuffled 
quickly or completely removed. 


FEATURE 2 A permanent floor-to-ceiling glass shelf area just inside the 






front entrance is a decorative showcase for small appliances. 
And it’s a terrific traffic puller, catching the eyes and interest of 
casual window shoppers. The massive glass sliding doors, form- 
ing an attractive show window for housewares, cut out the dust 
problem. They also cut down on pilferage and reduce the chance 
that a “just-looking” customer will drop one of the appliances. 
In all, there are four tiers of adjustable glass shelves, allowing 
for quick changes and creative displays. The whole area is 12 
feet long and 9 feet high. 





FEATURE 8 £Even the ceiling works hard in Pearl’s store. Ten of these square 


fixtures light the floor, cut shadows and glare. They are ad- 
justable to full, three-fourths and half brilliance. Also planted 
in the acoustical-tile ceiling are two built-in loudspeakers. An 
amplifier and microphone, conveniently located on a wall shelf 
in the store’s office, complete the communications system. The 
setup is an excellent aid for conducting lectures and demon- 
strations when the appliance floor is rearranged to accommodate 
cooking school crowds. It also provides contact between office 
and warehouse, pipes music into the store. 


“? upeg 





FEATURE 5 The 152x25-foot service department, at left, is 53 feet back 


from the store entrance. It is properly separated from the sales- 
floor, but handy enough for expediting billing. Two rows of 
parts bins, each reaching to the ceiling, run the complete length 
of the department. (The company sells to other dealers as well 
as to customers. It can service any Maytag washer, back to 
1927.) Convenient to the service department is a 7x25-foot 
used-appliance department, shown at the right. 





FEATURE 4. Directly down the middle of the main sales floor are six built-in, 


flush floor receptacles. Albert Pearl, left, shows how every ap- 
pliance on the floor can be tied into a receptacle. That way, each 
one can be demonstrated right in its display position. And there’s 
a receptacle in the window. In the picture at the right, owner 
Emanuel Pearl demonstrates a recessed natural gas connection. 
It’s built into a section of the office partition. Primary use is 
for live gas range during cooking school demonstrations. It can 
also serve as a means to test appliances before they’re shipped 
out of the store. 





FEATURE 6 Two built-in facilities, shown at left, conveniently placed in the 


service department, provide for automatic washer hookups. 
Before shipping out any washers, Pearl’s takes the time to un- 
crate them, hook them up and test them. That way, the store 
saves on quite a few service calls. At the right, Albert Pearl 
operates a washer in the only permanent display on the 22x53- 
foot salesfloor. Plumbing behind the walls of the washer 
and dryer section allows for live demos on all washers. 
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Check these GECC 


MORE HIGH-END SALES with GECC’s “SELL- 
UP” program. Now you can price high- and low-end mer- 
chandise at the same monthly payment. 


oW COMPREHENSIVE CUSTOMER BENEFITS 
include a Special Emergency Provision postponing pay- 
ments if the customer is unable to work. 


JFaAsT, REALISTIC CREDIT APPROVALS 
by experienced credit specialists. 


MORE REPEAT BUSINESS with hard-hitting 
“Keep-Your-Customer” Plans. 


od MORE FLOOR TRAFFIC... GECC promotes 
customer payments at your store. 
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’s liberal terms and merchandising 
Ip us close more sales. And we 
eal ‘credit atmosphere’ in our 
GECC’s quality promotional 
material. The service? It’s fast 

z and dependable!” 


Maury Cohen, President, 
ps Co., Cambridge, Mass. 








Golden Value Services 


J/more “OUT-OF-SEASON” SALES...with 


GECC’s Skip Payment Plans. GENERAL 9) ELECTRIC 


LIBERAL TERMS... up to 36 months, no down 


payment with trade-in or “add-on” sales. C « re D | T C 0 R P 0 A AT | 0 N 


VLEADERSHIP. creative new Plans keep you ahead Serving General Electric and Hotpoint dealers with Inven- 
of competition. For full details, contact your GECC office. tory and Time Sales Financing for over a quarter century. 





YOU 
CAN 
BEA 
NAUTILUS 
DEALER 
FEATURED 
IN 
March 21 


Cash in on the sure-fire promotion that brings NAUTILUS 
NO-DUCT HOOD customers right to your store! 


We’re putting a full-page ad in LIFE, March 21 (on newsstands March 18) 
to tell all America about the NAUTILUS NO-DUCT HOOD—the 
fabulous new appliance that banishes cooking odors, grease and smoke 
without vents or ducts. 


How do you get in LIFE? 


Just buy 6 NAUTILUS HOODS—any size, any model, any finish. Your 
firm name and address will be listed in the full-page LIFE ad—and 
prospects in your area will be directed right to your store. 


bamsh cooling odors, qrease unote 
without costly ducts or vewts 


And you'll get... FREE!... 
e This traffic-stopping four-hood floor display. 
e Giant blow-up of LIFE ad. 
e Complete NAUTILUS merchandising material 
—window streamer, counter card, ad mats, etc. 


This promotion is sure-fire! 


Three small-space LIFE ads pulled 49,000 inquiries 

...and sold thousands of hoods! But thousands of leads were wasted 

because we couldn’t process leads fast enough. This new LIFE promotion 

is geared to bring prospects right to your door. It’s easy . . . it’s profitable 
. . it’s sure to pay off for you! 


CASH IN! MAIL THIS COUPON TODAY! 
Nautflus 


NO-DUCT HOOD’ 


Major Industries, Inc. 
505 North LaSalle Street 
Chicago 10, Illinois 


Gentlemen: 

Please have a Nautilus distributor call on me so that I can select model, 
sizes and finishes of the 6 NAUTILUS NO-DUCT HOODS I want to 
order to get the free display and to have my name listed in the full- 
page LIFE advertisement on March 21. 


EM-LP-201 


Name 





Company 





Address 





City 
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BROCKWELL says 


‘You Save Money 
By Labeling Parts’ 


Every repair part in your stock should be so labeled that you 
could entrust its inventorying, including costing, to junior 
clerks. Unfortunately, such orderliness is rare in a dealer’s 
parts room. But it is wasteful to pay a serviceman to take 
stock, or even to help with it. 

A repairman who doubles as storekeeper usually presumes 
that only he handles the repairs; he knows what he has and 
where it’s stored. If pressed with productive work, he’s prone 
to defer, and sometimes forget, the labeling of new stock. Such 
neglect can make a chaotic mess_of a parts storeroom. 

Some parts come to him boxed and adequately labeled; some 
are scantily marked with only a catalog number; still others 
are unmarked. The last he might identify: with only the part 
number which will do for his purposes. Similar marking is 
sufficient also for a manufacturer’s parts steck where only one 
brand of material for a few appliances is carried. 


But a dealer’s stockroom needs better identification. There are 
usually repairs for about twenty different kinds of appliances 
of several brands. Logical two-way groupings, by brands and 
appliances, is simply good sense. And for positive identifica- 
tion of every part, each should be labeled with these four bit’ of 
information: (1) the part number, (2) the part name, (3) the 
brand, and (4) what appliance the item is for. 


There are just two steps in sprucing up your parts storeroom. 
1. Explain to your serviceman that you want him to establish 
and maintain a uniform system of adequate identification of 
every item in his stock. 

2. Help him with this job by obtaining for him a supply of 
tags, coin envelopes and gummed labels, all having the same 
imprint. Labels have multiple uses; tags are handy for iden- 
tifying the larger unboxed parts; and coin envelopes are ideal 
for storage of tiny items. 

Printing costs for these aids will be negligible, for composi- 
tion is brief and simple and you could order initially, say, 
3,000 pieces altogether, 1,000 of each. Remember, though, the 
imprint is essential. It reminds your repairer every time he 
shelves a part that four items of information are demanded: 

1. part number 

2. part name 

3. brand 

4. appliance 
The labeling should not show prices, for they do change. When 
they do, a clerk can revise the price lists seated at a desk 
much quicker than he could alter figures on a hundred or more 
labels. 

Orderliness in the parts department pays off in another way 
too. Watch for that suggestion in a later issue. 


ABOUT THE AUTHOR—P. T. Brockwell’s name is a familiar one to the readers 
of EM Week. His articles on effective service management have 
earned him a wide following among appliance dealers and his two 
series of articles on repairing both major and small appliances have 
been reprinted in book form by the McGraw-Hill Book Co. A 
serviceman himself for many years, Brockwell turned to writing 
when eye trouble forced him to leave the service field. But his years 
of experience have stood him in good stead and appliance dealers 
all across the country have no trouble in recognizing that Brockwell 
knows what he’s talking about when he discusses service problems. 


“Madam, this isn’t a Launderette!” 
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YOUR TAXES 


It’s never a surprise to a dealer to 
come up with a few uncollectables 
at the end of the year. But. it may 
come as a pleasant jolt that bad 
notes are good for something besides 
the incinerator. If you’re using the 
accrual method of accounting, your 
uncollectable business debts are 
fully deductible when your tax 
deadline rolls around. 

Here are some bad debt questions 
and answers prepared by the 
American Institute of Certified Pub- 
lic Accountants. 





When is a debt “bad?” The best test 
is worthlessness. If you’ve made 
every effort to collect aid it doesn’t 
look as if you’ll ever get your 
money, you can consider the debt 
bad. How far you go in your collec- 
tion tactics is up to your own sound 
business judgment. You don’t have 
to wait out bankruptcy proceedings. 
(Of course, bankruptcy confirms the 
bad debt beyond a doubt.) And you 
don’t always have to take the debtor 
to court. It doesn’t make sense to 
pour money into court proceedings 
if you can’t collect anyway. 

Another good point to remember: 
The entire debt doesn’t have to be 
bad. The worthlessness test still 
applies. If you can show that part 
of the debt is uncollectable, you can 
deduct it. 


How do you handle your books? The 
first year you come across a bad 
business debt, you have to decide 
between two accounting methods 
for handling uncollectables—then 
stick to your choice unless you get 
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Bad Debts Are Worth Something 





permission to make a change from 
the Commissioner of Internal Reve- 
nue. The two methods are: (1) de- 
ducting debts as they become un- 
collectable, or (2) deducting an 
estimated reserve each year for 
anticipated bad debts. 

You should take plenty of time 
to make your choice. In fact, it 
would be a good idea to consult a 
certified public accountant or tax 
expert. Here’s why: At first glance, 
the charge-off method might look 
like the one for you— it’s simpler. 
But there are situations where the 
reserve system can make a real 
difference in your income tax. For 
instance, appliance dealers may 


want to use the reserve method to 
offset, in part, the reserves withheld 
by finance companies. (As it stands 
now, those reserves are counted as 
part of a dealer’s taxable income.) 


How does the reserve system work? 
Generally, bad debt reserves are 
based on experience. A_ certified 
public accountant determines ade- 
quate reserves as a normal part of 
his auditing procedure. But if you 
don’t have a CPA, you can figure 
out your own reserve by following 
these four steps: 

@ Analyze accounts receivable to 
find out which are past due, how 
long they’ve been outstanding. 


@ Evaluate these slow-moving re- 
ceivables with the help of your 
credit manager. 

@ Decide on the amount that you 
probably won’t be able to collect. 
@ Revise this amount each year. 

If you base your bad debt reserve 
on this type of factual analysis, the 
Internal Revenue Service will al- 
most invariably accept it. 

Once you’ve determined your re- 
serve, here’s how the system works. 
Say, for example, you show ac- 
counts receivable of $20,000 at the 
end of the year. Analysis shows you 
probably won’t be able to collect 
about $600 of the total. So, when 
you figure your taxable income, you 
deduct the $600 as a reserve for bad 
debts. 

During the following year, sup- 
pose $550 worth of your receivables 
actually go bad. That means you 
have $50 left over in your reserve 
account, ready to be applied to your 
next year’s estimated bad debt re- 
serve. 


What happens if you recover a bad 
debt? It depends on the accounting 
method you’ve been using. If you 
deduct bad debts on a charge-off 
basis, you must report the repay- 
ment as income—-even if several 
years have gone by. But you have 
to report only the amount you used 
as a deduction at the time you 
counted the debt as uncollectable. 
The tax you saved has nothing to 
do with it. 

Of course, if you are on a reserve 
basis, you simply credit any re- 
coveries to your bad debt reserve. 














































MUTVAY USE 


FSP replacement parts for 


RCA WHIRLPOOL appliances 
... manufactured to original 
factory specifications. 
Result: better service for 
your customers... greater 
profits for you! 


FREE! 


Revealing booklet on replacement 
parts quality. To get your copy write 
Service Department A, Whirlpool 
Corporation, St. Joseph, Michigan. 


Factory Specification Parts for 


eA) Whirlpoo? sone apeuances 


meet the toughest specifications in the industry 


Service Division, WHIRLPOOL CORPORATION, 
St. Joseph, Michigan 


Use of trademarks fg) ond RCA authorized by trodemork owner Rodie C 
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PRODUCTS 


FEATURES THIS WEEK 


Waste King Universal new dishwasher line ¢ Maytag 
and Easy 1960 washers ¢ Dixie electric ranges ¢ 
Roper gas ranges @ KitchenAid portable mixer ¢ 
Columbia stereo phonos ¢ Westinghouse TV sets 


cn Tl 





WASTE KING IMPERIAL PORTABLE 


“i 


WASTE KING "'Z"' 


WATER ARM 


WASTE KING UNIVERSAL Announces Dishwasher Line 


Nine automatic dishwasher-dryers 
announced by Waste King Universal 
feature a new water distribution sys- 
tem‘ to improve efficiency, increase 
capacity; permit “random loading.” 

The new water distribution system 
consists of a pump which forces 
water into all corners of upper and 
lower baskets, through a “Z” shaped 
distributor arm in Imperials and an 
“L” in Customs, providing thorough 


water distribution for upper and 
lower baskets. Improved contour 
racks and squared baskets enable 
portables to accommodate 15 NEMA 


standard place settings in Imperial 
and 13 place settings in Custom mod- 
els. Other Imperials hold 12 NEMA 
settings and Customs hold 10. 

All Imperials except portables have 
additional cycles for prewash, also 
pots and pans and a timer-controlled 
detergent cup. Pushing a prewash 
button and pulling out the operating 
knob activates a 9-min. prewash 
cycle for rinsing dishes, glassware 
and silverware immediately after a 





meal; a second pushbutton launches 
a 23-min. power pre-rinse, wash and 
first rinse for crusted cookware and 
non heat-resistant plastics; a wetting 
agent injector standard on Imperials 
or installed later on Customs. 

Features common to all models are 
“Hush Cushion” mounting for quiet 
operation; self-cleaning filter cone; 
new screen to prevent food particles 
from being re-circulated; oven-type 
pull-down door on all but portables; 
interchangeable front panels in a 
variety of colors, woods; corrosion- 
resistant tanks, door coatings. 
Convenient handles on _ portables 
make easy steering of the 130-lb. 
units into operating position at sink; 
cord and hoses slide out of sight into 
left side recessed compartment; re- 
cessed door hinges automatically 
open to 75-deg. angle; 2 upper side 
racks fold for easy access to bottom 
racks; Imperial portable, white with 
charcoal top; Custom is white only. 
Waste King Corp., 3300 E. 50th St., 
Los Angeles. 
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EASY Announces Low-Priced Combomaties 





Two price-ledger promotional combi- 
nation washer-dryers are announced 
by Easy: CCK-V, an electric vented 
combination, and its gas counterpart, 


CCK-G. Both gas and electric mod- 
els feature a choice of 5 water tem- 
peratures set by pushbuttons: hot, 
warm, cool for wash and warm and 
cool for rinse. 

The units can be set for a soak 

cycle and wash periods up to 10 min. 
Drying temperatures can be set for 
normal or fine fabrics as well as the 
fluff-n-tumble setting; drying cycle 
utilizes a blower system which cir- 
culates more than 200 cfm; wash and 
dry cycles can be set for wash and 
wear garments that come out wrin- 
kle-free. 
Easy’s Combomatic line now includes 
low-end and regularly priced models. 
Price, CCK-v, $329.95; CCK-G, $359.- 
95. Easy Laundry Appliance Div., 
Murray Corp. of America, 919 N. 
Michigan Ave., Chicago 11. 





MAYTAG Washer 


Latest addition to Maytag home 
laundry line is the Gingle Control 
all-fabric automatic washer No. 160 
with 8 complete leundcring proce- 
dures, each automatically controlled 
by a single pushbutton; 2 additional 
buttons allow selection of rinse only 
or spin-dry. The 10 pushbuttons ar- 
ranged horizontally along back panel 
are marked “delicate,” “wool,” 
“wash’n’wear,” “full white load,” “par- 
tial white load,” “full colored load,” 
“partial colored load,” “bright col- 
ors,” “rinse” and “spin-dri.” 

Proper time allowance, water tem- 
perature and level, and agitation and 
spin speeds for most efficient washing 
of every type according to its ori- 
gin and construction is provided. 
Price, $409.95 cr $429.95 with ‘suds- 
saver. The Maytag Co., Newton, Iowa. 











ELECTRIC RANGE NO. 460-9CEO 





DIXIE 1960 Range Line 


Dixie’s 1960 electric range line has 
10 basic models in 20-, 30- and 36-in. 
sizes; optional features increase line 
to over 30 free-standing units. 
Featured is an automatic 2-dial 
clock control. User merely sets dial 
marked “start” to hour baking should 
begin and the clock marked “stop” 
for time oven should turn off. Ther- 
mostatic surface unit control gives 
exact heat control to any non-me- 
chanical pan; dial in background sets 
temperatures from warming to fry- 
ing for right front cooking unit; an 
automatic sensing element then main- 
tains dialed heat inside saucepan. 
Other features are a second oven 
with rotisserie, 7-heat pushbutton 
switches, clock-controlled outlet. 
Price, top model 460-9CEO, $389. 
Dixie Products, Inc., Cleveland, Tenn. 





KITCHENAID Portable 


A new power portable mixer No. 
K.P. with automatic power booster 
is announced by KitchenAid Div. of 
Hobart 


Designed to solve the home- 







































































































































































maker’s in mixer slow- 
downs, the new built-in power boos- 
ter automatically cuts in to maintain 
constant mixing speed in bowl, even 
when stirring such heavy batters as 
oatmeal cookies and the like. 

Other features include clean lines, 
natural-grip handle with built-in 
thumb rest, 3-speed control button 
at thumb tip, convenient  top-of- 
handle mixing guide for easy line- 
of-vision readability; equipped with 
pushbutton beater ejector, it is de- 
signed to stand on end or hang on 
wall. 

Maintains positive mixing in bowl 

no slowdowns; height with beat- 
ers is 10% in.; decorator styled in 
white with delicate touches of red 
and gold. 
Price, $22.95. KitchenAid Electric 
Housewares Div., The Hobart Mfg. 
Co., Troy, Ohio. 


problems 





ROPER Anniversary 
Ranges 


Roper’s “Diamond Anniversary” gas 
range line includes 40-, 36-, 30- and 
20-in. modeis plus a line of built-ins. 

Major features on the 40-in. units 
are the Rotis-O-Grill, 4-way range top 
cooking center that barbecues, grills, 
broils and is covered when not in 
use; vertical broiling racks adjustable 
for meats from % to 1%-in. thick; 
convenient rack handles for turning. 

Another feature for 1960 is Flame 
Master low temperature automatic 
oven heat control permitting oven 
temperatures at levels as low as 140 
degs. enabling ovens to keep food 
warm for hours without drying out, 
and for warming plates before serv- 
ing; chrome-lined ovens on “Gour- 
met” and “Epicure” models. Other 
features are king- and_ giant-size 





Bake-Master ovens, Insta-Matic oven 
guardian, automatic lighting, Insta- 
Set control panels, silver-jet burner 
controls, slim-line door handles. Geo. 
D. Roper Corp., Kankakee, Il. 





ROPER SOURMET’’ D79E39 
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HE BIG IDEA...IN TABLE RADIOS 


perfectly matched AM&FM radios... together they bring you stereophonic sound 


Achieving quality in a single radio is a difficult task 


...sustaining quality in “Twins” is twice as hard. 
That’s what makes these two radios unique. They’re 
perfectly matched for sound...perfectly matched for 
quality. You can tell by checking them for details. 
Quality through meticulous attention to detail is the 
big idea from Westinghouse 1960. Westinghouse 
dealers are finding it the biggest selling idea in the 
industry. It will certainly prove evident in the sale 
of these AM and FM Twin radios. 


SELL THEM SEPARATELY OR AS TWINS: MODEL 704T5 
¢ Powerful AM radio ¢ Twin Alnico speakers « Five tubes 
including rectifier ¢ Fully molded cabinet ¢ Built-in ferrite 
antenna e Set and forget volume control ¢ Precision vernier 
tuning « AC or DC e White and Chestnut Brown, Turquoise, 
Ivory. MODEL 715T5 ¢ Full range FM broadcasts ¢ Twin 
Alnico speakers ¢ Built-in antenna plus terminal for outside 
antenna ¢ Five tubes plus rectifier « Precision vernier tuning 
¢ Fully molded cabinet ¢ White and Ivory or Chestnut Brown. 
All Westinghouse radios and phonographs carry a 90-day 
factory warranty on all parts and labor. 


veveanes itte..ow Westinghouse 


Westinghouse | 








BIG IDEAS IN PORTABLE STEREO AND 
RADIOS COME FROM WESTINGHOUSE 
































No. C-1011G, stereo hi-fi. 


“Play-All” -contains a versatile twin- 





OLUMBIA PLAY-ALL 


24 e NEW PRODUCTS 


COLUMBIA Portable Phonographs 


Columbia announces 2 all-new port- 
able phonos: the “Play-All” 
aural No. C-1003B; and “Playmates” 


speaker system, flip-over cartridge 
with dual jeweled styli designed 
to play both stereo and monaural re- 
cordings at 33, 45 or 78 rpm speeds. 
It is equipped with two 4-in. 
speakers, one contained in the cabi- 
net, the other in the detachable lid 
for “surrounding” sound or for re- 
mote listening in another room, 
Silver blue and white cover has 
saddle-stitched top and top-mounted 
handle, combining modern luggage 
styling with carrying case; dimen- 
sions are 13x8x10% in.; 11 lbs. ship- 
ping weight. 
“Playmates” stereo hi-fi portable has 
its remote speaker contained in a 
deluxe matching unit which also pro- 
vides storage space holding up to 25 
LP records plus more than 20 7-in. 
records. 


It is equipped with 4-speed auto- 
matic changer; 3 controls, including 
left-channel loudness, right-channel 
loudness, and twin-channel balanced 
tone control; 2 perfectly balanced 5- 
in. Alnico speakers, one mounted in 
remote unit, the other in the cabinet; 
and a True-Track tone arm with 
high compliance Columbia flip-over 
stereo cartridge with dual jeweled 
styli, non-resonant and feather bal- 
anced. 

Cabinet has reinforced edges and 

corners and washable Pyroxylin fin- 
ish; dimensions are 18x20x18 in.; 
combined shipping weight is 40 lbs. 
Available in black and silver with 
chromium trim. 
Price, “Play-All,” $29.95; “Playmates” 
$89.95. Columbia Phonographs, Dept. 
of CBS Electronics, a Div. of Colum- 
bia Broadcasting System, 450 Park 
Ave., New York 22. 
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COLUMBIA "'PLAYMATES 





If you’re a man who takes pride in his work, you’re a man 
who reads his businesspaper carefully. Cover to cover. Advertising 
as well as editorial pages. Why? Because — as a man who gets a 
kick out of doing a great job — you know there’s no better place 
to get so many good, practical ideas you can put to work with extra 
profit to yourself, and your firm, than in .. . your businesspaper. 






























































































































Electrical Merchandising Week 


One of a series of advertisements prepared by the ASSOCIATED BUSINESS PUBLICATIONS 


PHOTO ON LOCATION BY EHRENBERG 


Where there’s business action, there’s a 
businesspaper ... Where there’s appliance business, there’s 








WESTINGHOUSE 
TV and Stereo 


Westinghouse announces its first TV 
models using 23-in. picture tubes. The 
two new 23-in. TV consoles in Danish 
modern styled for the Westinghouse 
contemporary furniture line, Oslo 
and Norseman, feature Remote Direc- 
tor wireless remote control. 

Moving into the top of the line are 
4 deluxe “Home Entertainment Cen- 
ters” combining TV, stereo hi-fi and 
separately tuned AM/FM radios for 
stereo simulcasts. They feature a new 
6-function Remote Director which 
controls radio, TV and phono, in- 
cluding the changing of records; 
choice of 4 furniture periods: Ameri- 
can Contemporary, Custom Tradi- 
tional, Imperial Provincial and Early 
American. Furniture styling also ac- 
cents the 24 auxiliary stereo speaker 
enclosures that highlight “Satellite” 
units which extend the treble and 
middle ranges. 
Price, Oslo, $349.95; Norseman, $479.- 
95; Home Entertainment Centers, 
$1395. Westinghouse Electric Corp., 
TV-Radio Div., Metuchen, N. J. 





WESTINGHOUSE 23-IN TY, NORSEMAN 





TRANS-WORLD 
Sewing Machine 
Full-size portable, No. 434-J, weighs 
18 lbs.; built-in motor, sleek styling, 
accessible head, built-in bobbin wind- 
er, push-button forward-reverse, 
stitch length regulator. Trans-World 
Industries, 50-27 38th St., Long _ Is- 
land City 1, N. Y. 
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A G-E answer was offered in a 
Dec. 23 letter from H. F. McCul- 
lough, G-E executive in charge of 
the special “service component” 
running the tests. They were, he 
said, being run in greater metro- 
politan areas of New York, Wash- 
ington and Detroit and in rural 
areas in Indiana and Ohio, “within 
the existing distribution and serv- 
ice outlets (to determine) how 
G-E can best serve our end cus- 
tomers (and) embrace our own 
Company-operated service in the 
metropolitan areas, and in addition 
we are seeking ways to support and 
improve service being rendered by 
our servicing dealers and dependent 
service organizations . . . Mr. Cor- 
diner’s remarks were not in- 
tended to indicate any immediate 
change in dealer relationships .. .” 

Not satisfied with these answers; 
NARDA G-E service dealers beard- 
ed G-E at Chicago meetings Janu- 
ary 3. 


Background on key questions asked 
is this. In certain areas where G-E 
factory service exists—such as New 
York—G-E dealers do no service 
and have long since forfeited the 
old extra service discount formerly 
rendered dealers who did their own 
service on G-E majors. Most New 
York G-E dealers prefer to be mer- 
chants only, dispensing with serv- 
ice responsibility. 

In many other areas, to which 
central service has been extended, 
G-E dealers have voluntarily 
dropped their own service and 
passed responsibility to the factory. 

Since customer service is such a 
vital function, G-E and other fac- 
tories—notably Westinghouse— 
feel that if dealers prefer not to 
assume the costs, risks and respon- 
sibility for service, the factories 
must often provide it themselves 
to fulfill guarantees and even post- 
warranty obligation to consumers. 





The key issue is this. Some G-E 
dealers still prefer to do their own 
service, having good, legitimate, 
strong reasons. Some have forced 
the issue hard enough to have be- 
come exceptions to no-service-al- 
lowance policies in metropolitan 
markets. In Philadelphia, for in- 
stance, where G-E offers central 
service, Mort Farr, Upper Darby, 
Pa., still does his own service on 
G-E and earns his traditional serv- 
ice discount. 


Key questions from dealers are 
these. Does the Cordiner statement 
mean removal of service discounts 
wherever factory service exists? 
Can “exception” dealers continue to 
co-exist with factory service? Who 
determines the circumstances under 
which exceptions can exist? Will 
G-E factory service installations 
sell post-warranty service con- 
tracts? If so, can dealers still com- 
pete, offering the consumer a 
choice of service outlet? Can G-E 
parts be purchased by dealers com- 
peting for G-E service? What re- 
dress short of dropping the line is 
there in conflicts with local G-E 
authority? Can a New York G-E 
dealer earn exception status? 


EM Week pased the question to 
G-E. If there is no new policy, then 
there should be answers contained 
in the old policy. There are. Here 
are some answers from Robert C. 


STORM OVER SERVICE: G-E’S ANSWER 





CONTINUED FROM PAGE | 


Hawley, general manager of the 
sales and distribution department 
of Louisville’s major appliance di- 
vision. He’s the boss over all 26 
factory-owned distributorships and 
their service facilities. They in turn 
are subject to all G-E company, 
division and department policy. He 
has no control over 13 independent 
G-E_ distributors. Here’s what 
Hawley says: 


e@ Subject to judgement of local 
factory distributor managers, serv- 
icing dealers can continue to earn 
service discount allowances _ for 
rendering in-warranty service. (This 
means he buys at $6 to $17 less than 
non-service dealers depending on 








the particular appliance involved.) 
e@ G-E’s policy of local determina- 
tion continues in effect. (This means 
that in New York, for instance, 
service allowances are not offered 
because the factory branch believes 
no single dealer can adequately 
cover the huge area from which 
his sales might come.) 

e Distributors are encouraged to 
set up their own service, set up 
servicing dealers, set up _ inde- 
pendent agencies—or all three in 
co-existence—depending on _ the 
needs of a market. Encouragement 
includes making parts and techni- 
cal information available. 

e@ Dealers have redress_ right 
through the chain of command. 
They can take their cases past dis- 
trict managers to Hawley, Von 
Behren, Brosch and Cordiner. But 
local determination of performance 
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continues to carry heavy weight. 
e Out-of-warranty service is free 
and open competition since G-E 
distributor control reaches only to 
in-warranty service. 

e Parts are available to any dealer 
or servicing agency through G-E 
distributors. There is no discrimi- 
nation in the parts policy. Inde- 
pendent parts jobbers might not 
carry G-E parts. They may choose 
not to since they cannot buy at a 
better than dealer price. 

e G-E has more servicing than non- 
servicing dealers. They service 
more than 60% of G-E appliances. 
e G-E is confident that none of its 
policies is in conflict with the Rob- 
inson-Patman or Sherman Acts. 

e G-E can offer servicing dealers 
no assurances against changes of 
status quo. The term of a franchise 
is a year. 
























ranchise ... 


Jack Roan, Willimantic, Connecticut, is a man on the go... 
. a hospital fund-raiser . . 


community affairs . . 
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active in 
and a 10-year Frigid- 


aire dealer. Yankee merchant Roan has this to say about Frigidaire 


‘Frigidaire has top-end features in every model 


“A lot of manufacturers put all the hot features at the high 


end of the line. At the low end, the customer usually gets nothing but 


a price. But Frigidaire spreads the features around . . 


especially 


in the ’60 line. A lot of high end features go right down the line. 


So I can talk features and dollars on any model.” 


We think every customer is important. A prospect with very few 
dollars to spend may become a top-of-the-line buyer within a few 
years. So we pack all the features we can into her lower-priced 
model. That way we don’t risk losing her next time around 


W| FRIGIDAIRE 


| PRODUCT OF GENERAL MOTORS 








ELECTRICAL MERCHANDISING WEEK 


... All for General Electric Major Appliance and Television Dealers... AND 
THEY’RE THE FIRST 9 PAGES IN THE MAGAZINE! Your customers are going 
to flip... and flip... and flip! It’s the greatest ad that’s ever been in Life 
magazine. It’s all on the Golden Value Line of the 60’s. 
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28 « UTILITY NEWS 
New Eng land More Electricity Used 
Goes Atomic On Farms Last Year 


At least in electric systems fi- 
“By the end of the decade we nanced by the Rural Electrification 
expect that atomic fueled plants Administration. REA borrowers 
will have ended our dependence sold 15.5% more electricity and 
here on coal and oil imported from connected 10,000 more consumers 
other parts of the country or over- in 1959 than they did in 1958. 
seas...” predicts William Webster, “More and more farmers are 
president of the New England Elec- using electricity to handle farm 
tric System. chores automatically,” reports REA 

Ten major electric companies Administrator David A. Hamil. 
have banded together to form the ‘Rural businesses and suburban de- 
Yankee Atomic Electric Co., to velopments are on the _ increase, 
build an atomic generating plant. too,” he adds. 

“We expect its results to be so REA-financed lines sold 25.3 bil- 
satisfactory that New England lion kilowatt-hours in 1959, com- 
Electric System plans to build a pared with 21.9 billion in 1958. 
second atomic plant in the middle And the year ended with 96% of 
or late 1960’s.” all U. S. farms electrified. 
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Spiff, cookbook, cutlery used 
in Public Service promotion; 
49 dealers cooperate 


The campaign kit contained two 
large banners, 100 customer hand- 
outs, one window card, a cutlery set 
worth $50 and 25 electric range 
cookbooks. 

With these the Arizona Public 
Service Co. helped increase dealer 
sales from Nov. 16 to Dec. 26 by 
21% over the previous 1958 period. 
That meant 240 more electric 
ranges (175 free standing, 65 built- 
ins) using the utility lines. The 








4&9 


ROE AW benera Lect Sievers Ragerta terete temetane 


GOLDEN 


Es Feta RR, 


oN ARIE AGEN 





“Over half our retail hi-fi customers 
find us through the Yellow Pages” 


says Alfons Schadler, Prop., Southern Radio Supply Co., New Orleans, La. 
“Three years ago we decided to go into the retail hi-fi business 
and took an ad in the Yellow Pages. Since then, there isn’t one 
month that hasn’t shown an increase in our business. I attribute 
this success directly to our ad in the directory. 

“People don’t always tell us they saw our ad. But we know by 
their questions they got our name from the classified. Some will 
call and mention one of the brands listed. When that happens, 
we know they’re looking at our Yellow Pages ad.” 

Build business for all of the products and services you carry 
with an AWHERENESS program in the Yellow Pages. It will tell 
people where to find you. The Yellow Pages man will gladly 
outline the plan to meet your business needs. Call him now at 
your Bell telephone business office and get all the facts. 


— 
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YELLOW PAGES DISPLAY AD (re- 
duced) under High Fidelity Sound 
Equip. is the source of over half 
of Southern’s retail business. 
Southern does 60% of its volume 
in wholesale business. 





Find Us Fast a 








| 
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In The Display this sales-building emblem wherever your prospects can see it. 
The Yellow Pages representative will gladly supply as many as you need. 











Electric Range Campaign Works: 
Arizona Utility Boosts Sales 21% 


utility showed a 13.6% gain in 
ranges for 1959; reporting dealers 
sold 957 for the year. 

The promotion worked this way: 

Residential salesmen for the 
utility called on dealers to explain 
details of the promotion. 

Dealers paid $10 for the kit with 
extra cookbooks going for 17 cents 
apiece and cutlery sets for $10. 

Cookbooks were given away to 
encourage store traffic; 15-piece 
cutlery sets were free to any cus- 
tomer purchasing an electric range 
with automatic oven timer. 

And then there was spiff. Each 
week the residential salesman vis- 
ited the dealer, checked sales and 
paid off the salesman in cash when 
he drew a payoff card. Luck of the 
draw could mean from $2 to $10. 

Public Service backed up this 
with special newspaper advertising, 
extra radio coverage, 24-sheet out- 
door posters and truck cards. 

All 49 dealers in Public Service’s 
rural promotion area joined the 
campaign, distributing 1,500 cook- 
books, 8,000 NEMA brochures, 200 
banners and 85 cutlery sets. 


Puts All Eggs 
In One Medium 


Edison Electric Institute has 
dropped TV spots in favor of more 
magazine ads for its 1960 Live Bet- 
ter Electrically Program. The 
change involved close to a half-mil- 
lion dollars. 

“It is better to do a good job in 
one medium than just a fair job in 
two media,” explained George 
Ousler, chairman of EEI’s LBE 
policy committee. “The budget for 
the broad and important LBE mes- 
sage does not permit effective use 
of two major national media dur- 
ing 1960. To employ TV and maga- 
zine media under these circum- 
stances would be to dilute the 
schedules in both to a point of 
questionable value,” he said. <¢ 

The reallocated TV funds will 
go into “Life,” adding five spreads 
to the six single pages originally 
scheduled. All are four-color ads. 








UTILITY NEWS 


Permission to refund $190,000 to 
its customers has been granted the 
Housatonic Public Service Co. by 
the Connecticut Public Utilities 
Commission. The figure is based on 
the volume of electricity used 
through November 1958. 


Oklahoma Gas and Electric Co., 
Oklahoma City, set a new sales rec= 
ord during a fall 60-day range and 
dryer campaign, a 16% rise over 
its 1958 campaign. The gimmick 
was a “Housepower Help” plan: 
OG&E offered a $25 allowance on 
additional wiring to customers who 
bought ranges or dryers from par- 
ticipating dealers. 


Dough for demonstrations is offered 
dealers by two New Jersey utilities. 
Under certain conditions, the New 
Jersey Power & Light Co. and the 
Jersey Central Power & Light Co. 
will pay $10 for the first group 
demo, $15 for the second, $20 for 
the third and $25 for all others. 
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TAKING STOCK A quick look at the way in which 


the stocks of 50 key firms within the industry - behaved 








































































































48 
STOCKS AND DIVIDENDS 1959-1960 CLOSE CLOSE NET 
IN DOLLARS HIGH LOW JAN. 18 | JAN. 25 | CHANGE 
46 NEW YORK EXCHANGE—CONTINUED 
Z ; Magnavox 1 40% 32% 35% 34% - % 
: Maytag 2A 44% 32% 44 42% | — 1% 
44 McGraw-Edison 1.40 48% 37% 45 43% - 1% 
Minn. Mining & Mfg. 1.60 182% 111% 165 164% — 
Montgomery Ward 2 53% 40% 49% 48% — 
42 Monarch 1.20 24 18% 19% 18% - 
Motor Wheel .60 23% 16 22% 21% —- & 
re Motorola 14% 177 57% 163% 56 — Te 
2 Murray CP 31% 25% 27% 26% — 1 
‘= 40 Philco 4G 36% 21 32 30% — 1% 
a R.C.A. 1B 73% 43% 63% 62% — 1% 
5 Raytheon 3F 73% 43% 49 47 — 2 
r-) Rheem .30G 30% 17% 25% 24% —- 1 
a 38 Ronson .60 14% 10% 11% 10% - 1 
Roper GD 34 18 18% 18% - &% 
Schick 17% 12 14% 14% + % 
36 Siegler Corp. 45% 23% - 31% — 
it ning ee 64 44% 51% 487% — 2% 
unbeam 1.40A 67 50 57% 59Y, + 1% 
Weekly average for 50 stocks listed below Welbilt .10G 8% 3 6% 6% a 
34 Westinghouse 2.40 114 70% 105% 102% — 3% 
Whirlpool 1.40 39% 28 32% 34 + 1% 
Zenith 1.60 136% 87% 104% 102% — 2% 
32 AMERICAN EXCHANGE 
OCT MOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB-FEB MAR MAR MAR MAR MAR APR Casco Pd. .30G 9% 4% 8% 8% + % 
S 2:5 R SRR Aa tt eat 6 a es Century Elec. % 11% 9% 9% 9% - & 
ee Du Mont Lab. 9% 6 8%, 9% + w% 
STOCKS AND DIVIDENDS 1959-1960 | CLOSE | CLOSE | NET a > a Ag eS ae 
IN DOLLARS HIGH LOW JAN. 18] JAN. 25 | CHANGE Lamb. ind. 5% 3% Si 5% sis ' 
Muntz TV 7% 1% 5%, 6 + % 
NEW YORK EXCHANGE ; 1 y/ 1 y) 
aiiiatai 29% 7 20% 20% > Silex ; 10% 2% 8Y 8% + % 
American Motors 2.40a ook oot pte 81% _ ca MIDWEST EXCHANGE 
Arvin Ind. 1B 36% 23 6% 25% — 1% K M h mk 3 3 as 
Borg Warner 2 484% 37% 45% 45 ~ Trav4er Radio — _ O54 Pir —- 
Carrier 1.60 48% 34% 40% 38% - 1% Webcor bi ee 12% 11% me | 
Chrysler 1 72% 50% 63% 62% - % 
Decca Records 1 21% 17 18% 18% + % 
Emerson Elec. 1.80B 80% 48% 77 74 ~ — ve. = By ig POG “sin —_ age no ge ees comin or gaa 1959 “~ =< 
Emerson Radio .50F 26% 12% 16% 16% fh ividend. E—Paid last year. F—-Payable in stoc' luring , estimate cash vaiue on ex- ivide , 
Fedders 1 22% 16% 19% 19% - eled suk vad On vas ab ees Gee baci terse ad acerca iiss rial 
General Dy. 2 66% 42% 50% 48, — 1% ; 
General Elec. 2 99% 74 91% 88% — 3% 
General Motors 2 58% 45 51 . 50% eee ANALYSIS: The market continued vealed a moderate decrease in closing 
General Tele. 2.20 85% 60 82 79 — 3 : : ; i in- 
pra ervay edge 37 32% 25% 24Y — 1% its downward trend. ioe the third prices. Only 8 issues showed an in 
Hupp CP. %F 13% 5Y% 11 10% ee, week in a row, EM Week’s survey re- crease; average: down % point. 














during the past week. This unique summary is another 
exclusive service for readers of EM WEEK. 
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THERE'S 





BIG 
MONEY 


IN DE- 
HUMID- 








IFIERS! 


(ESPECIALLY WESTINGHOUSE DEHUMIDIFIERS!) 


THEY BRING YOU MORE 
PROFIT PER SQUARE 
FOOT THAN MANY OF 


TODAY'S “BIG-TICKET”’ 
APPLIANCES! 





With only 1.9% saturation, 
the market is wide open—re- 
tail sales are zooming, with 
many dealers reporting more 
unit sales on Dehumidifiers 
than any other appliance in 
their store. What’s more, 
there is no installation . .. no 
trade-ins ...noservice. That’s 
why these compact units can 
bring you more profit per 
square foot of floor space than 
any other major appliance. 

See the full color action 
lithographed display that 
points out exclusive Westing- 
house customer-benefit fea- 
tures: large air drying coil, 
easy to empty drain bucket, 
Built-In Humidistat, five year 
guarantee, etc. It also shows 
your customers why they need 
a dehumidifier-—and makes 
them want to buy. Sturdy 
wrought iron display stand 
holds two dehumidifiers at 
eye level. Yours for free— 
limited time only. Call your 
Westinghouse Distributor to- 
day for details. 
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you CAN BE SURE...1F ITS 


Westinghouse 
No. 1 in Dehumidifier Sales 


DEHUMIDIFIER DEPT., COLUMBUS, OHIO 
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MERCHANDISING 
SUPPLEMENT 


NEW PRODUCTS— 
NEW SALES 
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Check this issue's listings— 
for items you need now. } 
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THIS SECTION CAN BE } 
ECONOMICALLY USED FOR: ’ 
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MORE SALES— 
MORE PROFITS 
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A special classification for manu- 
facturers desiring advertising in 
space smaller than the minimum 
run-of-book display space. The 


space available in this section is 


| to 6 inches. 


REACH ALL BUYING INFLUENCES 
RATES—_——_ON REQUEST 


OF THE WEEK 
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ROLL-OR-KARI DUAL TRUCKS 
Handle refrigerators, 
ranges and freezers 
the quick and easy 
way. Pat'd Step-On- 
Lift. Retractable 


wheels. 7-ft. web 
straps. Cap. 800 Ibs. 





Deluxe Model (Swivel wheels at one end) ..$52.00 
Super Deluxe (Swivel wheels at both ends) ..$56.00 
FOB Zumbrota. Ship. wt. approx. 50 Ibs. 


Write Dept. B 


ROLL-OR-KARI CO., Mfgrs., Zumbrota, Minnesota 










































IF YOU 
CHANGE 
YOUR ADDRESS 


Be sure to notify us at 
once, so future copies of 
ELECTRICAL MERCHAN- 
DISING WEEK will be de- 
livered promptly. 

Also make certain you 
have advised your local Post 
Master of your new address 
so other important mail 
doesn't go astray. 

Both the Post Office and 
we will thank you for your 
thoughtfulness. Mail the in- 
formation below to: Sub- 
scription Dept., ELECTRI- 
CAL MERCHANDISING 
WEEK, 330 W. 42nd St., 
New York 36, N. Y. 


NEW 
Name 
Address 
City 
Zone State 
Company 


OLD 


Name 


Title 


Address 
City 
State 


ELECTRICAL 
MERCHANDISING 
WEEK 


330 W. 42nd St., 


Zone 


N.Y. 36, N.Y. 














FACTORY SALES 


appliance-radio-TV index (1957 = 100) 


RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING STARTS 

(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 








LATEST |Preceding 
MONTH | MONTH 
122 132 
17.8 18.3 
347 346 
290 286 
16 30 
82.3 92.3 
176.2**| = 173.7** 
18.9+ 18.8-++ 
335.14+) 335.3+ 
219+) 241+ 
125.6 125.5 
65,699 65,640 





315 


290 


126.8** 


320.4-++ 


123.9 


63,973 


16.9 


91.2 


17.6+ 


26.0+ 





THE YEAR 
SO FAR 


716% down 
(Nov. 1959 

vs. Oct. 1959) 
8.6% u 

(11 mos. 1959) 
10.5% up 

(11 mos. 1959) 


No % change 
(Nov. 1959 
vs. Nov. 1958) 


14.6% less 
(12 mos. 1959) 


13.0% up 
(12 mos. 1959) 


38.9% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.4% up 
(Nov. 1959 
vs. Nov. 1958) 


2.6% up 
(Dec. 1959 
vs. Dec. 1958) 





*New index being used, Nov. 1958 figure not available at present. 
**Figures are for the week ending January 23, 1960 and preceding week (revised). 


+Figures are for quarters. 


+-+Federal Reserve Bulletin figures (revised). 





A Quiek Check of INDUSTRY FRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISHWASMENS..... 2 


DRYERS, Clothes, Electric... 


FREEZERS 


INCINERATORS 


RADIOS, Home-Portable-Clock 


(production) 
RADIOS, Automobile (production) 


TELEVISION (production)... 


REFRIGERATORS... 


—Standard._...___. 


RANGES, Electric 


Built-in. 


VACUUM CLEANERS... 


WASHERS, Automatic & Semi-Auto 


Wringer & Spinner 





WASHER-DRYER setae ta 


WATER HEATERS, Electric (Storage)| 


WATER HEATERS, Gas (Storage) 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


*Week Dec. 31 
52 Weeks 


*Week Dec. 31 
52 Weeks 


* Week Dec. 31 
52 Weeks 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Dec. 
12 Mos. 


Nov. 
11 Mos. 


Nov. 
11 Mos. 


1959 
(Units) 


65,000 
510,600 


86,529 
905,192 


48,104 
476,583 


65,000 
699,300 


64,900 
1,142,200 


3,700 
41,900 


123,978 
10,064,954 


94,868 
5,554,855 


76,643 
6,349,008 


| 265,900 
502,400 


72,500 
854,000 


| 71,500 
685,300 


| 290,130 
| 3,127,012 


| 
| 
| 215,338 
| 





2,934,073 


48,898 
899,303 


| 





14,341 | 
196,175 | 


29,100 


716,300 | 


192,600 
2,756,400 


ELECTRICAL MERCHANDISING WEEK 


A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


1958 
(Units) 


59,400 
369,200 


100,726 
823,522 


47,944 
378,676 


59,400 
548,700 


91,300 
1,035,300 


4,600 
45,300 


113,334 
8,032,087 


79,228 
3,715,362 


61,007 


“4,920,428 


245,500 
2,829,800 


73,600 
725,800 


55,500 
484,700 


293,609 
2,978,082 


268,049 


2,781,038 | 


62,471 
891,311 





21,662 | 
168,375. 


65,100 


754,900 | 
197,100 


2,466,100 


%o 
Change 


+45.48 
+ 38.30 
— 14.09 
+ $9.92 
+ .33 
+ 25.86 
+ 9.43 
+27.45 
- 28.92 
+ 10.33 
— 19.57 
— 751 
+ $9.39 
+ 25.31 
+ 19.74 
+49.51 
+25.63 
+29.03 
+ 831 
+ 23.77 
— 1.49 
+ 17.66 
+ 28.83 
+ 41.39 
— 1.18 
+ 5.00 
— 19.66 
+ 5.50 
— 21.73 
+ .90 
— 33.80 
+ 16.51 
— 55.30 
— 5.11 


— 2.28 
+11.18 





Week 1/1/60 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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It was Thomas A. Edison’s desire that no 
product should ever bear his name unless it 
represented values beyond those of all 
competition. 


So a year ago, when we introduced a new 
line of appliances bearing this famous name, 
we pledged to maintain and build them with 
the high standards of quality necessary to 
merit this association. The line consisted of 
room air conditioners, central air condition- 
ing systems, dehumidifiers, and humidifiers. 


Today, the public and trade alike have 
received these distinguished products with 
open enthusiasm and utmost respect. The 
quality and engineering have left no doubt 
in anyone’s mind but that they are entirely 
worthy of the name Thomas A. Edison. 
And sales have climbed steadily without 


sign of stopping. 


As our progress continues, and as volume 
increases, you can depend on these products 
for the distinguished quality the public 
associates with the most honored name in 
the electrical field. 


“The public’s fine response 
to the Thomas A. Edison 
home comfort appliances 

is the truest testimonial 

to their high quality” — 
Charles Edison, 
Chairman of Directors, 
McGraw-Edison Co., Inc. 






































EVEN GREATER 
ACCEPTANCE AHEAD 


Now starting its second year, 
there are a few territories open 
to handle the fast-growing 
Thomas A. Edison family of 
fine appliances. Inquiry is 
invited from distributors and 
dealers who appreciate the 
unusual value of this franchise. 
For full information, write to 
Thomas A. Edison Home 
Comfort Appliances, McGraw- 
Edison Co., Albion, Michigan. 








Home Comfort Appliances 
Albion, Michigan 












PRODUCTS OF 
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sweeping the country: 





STARTS 
THE COPELAND— Model T24K110. In three de- A 


luxe finishes. Matching swivel base, optional extra. 


NEW 1960 : nee 
ADMIRAL 23" TV* a i Q O55 








This Avalanche Advertised 23 inch TV 
is widening Admirals lead in quality 23’s! 


More Traffic! More Sales! 
Easier Step-ups! Greater Profits! 


4 Only Admiral, first with the 23’s, could do it! Gives its dealers the 
ee The Cheltenham, Model C24K142. finest quality 23” TV to sell at the price of ordinary 21’s—$199.95! And 
are they selling them! Now only 2 weeks old, Admiral Avalanche 23 has 
really started rolling! Still to come is the impact of 7 more big newspaper 
ads in all major markets plus an ad a week in LIFE, LOOK and POST! 


All in the next 7 weeks! Cash in! Call your Admiral distributor today! 


Admiral’s big headstart in 23” TV—millions of hours of trouble-free 


operation—gives you PROVED dependability and finest quality. 
The Cambridge, Model L24K133. 


*new picture tube overall diasnnal 78? sa. in. viewable area 
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